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Entertainment 



The skies over Virginia are thick with Havens & 
Martin broadcasts. 

And what attention they get! 

From WMBG comes NBC's finest. 

And WMBG locally has a remarkable record. 

The first station in Virginia to broadcast commercially, 

the first to own a tape recorder, 

the first to tie in with a leased national news service. 

WTVR, Virginia's only television station, 

brings to Virginia viewers the facilities of NBC-TV. 

Its local coverage is building a great television market. 

These First Stations of Virginia are first in many ways. 

Foremost, they're old friends . . . 

and favored in the hearts of their audience. 
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WTVR" 

WCOD'" 
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Havens and Martin Stations, Richmond 20, Va. 
John Blair & Company, National Representatives 
Affiliates of National Broadcasting Company 
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Selective auto air 
ads at high 



$25,000 a year 
spent by average 
newspaper 
using air time 



Merchandising 
stations get 
this schedule 



Cigarettes 
lead in giant- 
market sales 



Saturation 
far away? 



Web staffs 
jittery 



**Lone Ranger" 
at $15,000 a 
picture? 



25 April 1949 

Automotive selective placement hit post-war high during March, 
doubling automotive market-by-market broadcast advertising of 
average month of past year. Most campaigns were of short-term 
nature . 

-SR- 

Newspapers using radio for promotion spend $25,000 each year, 
according to Bert Stolpe, promotion manager of Des Moines "Register 
and Tribune." Papers that pay for time are more pro-broadcast 
advertising than those who trade time for space. 

-SR- 

Bu-Tay Products placed its Rain Drops (detergent) radio schedules 
with stations that reported they were ready to merchandise product 
with contests and other promotion. No merchandising — no schedule — 
is way campaign was set up. Firm has no sales staff. 

-SR- 

Biggest single purchase of women at giant markets is said to be 
cigarettes and tobacco, with canned vegetables running close second, 
Cigarette daytime broadcast advertising is addressed especially to 
women shoppers, to spur this buying, 

-SR- 

No such thing as sales saturation, claims Ben Duffy (BBD&O) , whose 
feelings are backed by Gerald Carson (K&E) . Need is for more door- 
bell-ringing by broadcast advertising and salesmen, says Servel 
president Louis Ruthenburg. 

-SR- 

Staff morale at networks hit new low during April. MBS employees 
expect changes due to new president (Frank White) . NBC junior 
executives have been waiting top-level changes all month, with 
expectation that they will be affected. CBS, where goose hangs 
high, should be placid, but major changes are expected daily. 
ABC staff cuts have been handled relatively painlessly, but missing 
faces are noted weekly, with attendant speculation among ABC minor 
executives. Feeling at webs is that there's nothing constant but 
change in 1949. 

-SR- 

TV is watching Jack Chertok's committment to bring in 52 half-hour 
motion pictures of "Lone Ranger" under $750,000, or roughly §15,000 
a film, for General Mills. Producers in Nev; York and on the 
Coast don't think a good grade B Western can be produced for this 
money. "If it can," states Hollywood camera authority, "we've been 
crazy for years." 
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Is the Code NAB ' s right to set Standards of practice for members was confirmed 
ignored? by members almost three to one, but broadcast advertising executives 
still expect standards provisions to be ignored by most stations. 



First-quarter 
TV advertising 
passed $5,000,000 



Folsom sitting 
in on NBC 
policy meetings 



-SR- 

TV advertisers in excess of 1,027 placed $5,240,665 worth of adver- 
tising during first quarter of 1949, according to report by N. C. 
Rorabaugh. This figure, based upon gross time rates with no program 
expenditures included, indicated $2,077,511 spent by selective 
users of medium, $1,732,594 by network advertisers, and $1,430,560 
by local -re tail merchants . 

-SR- 

Frank Folsom, RCA president, or his representative, is sitting in on 
all policy meetings of NBC departments. Most departments at network 
are being asked to justify budgets. Folsom's dictum to all RCA 
executives, "RCA must be first in everything. " 



Music libraries 
more commercial 



Waste in 
advertising? 



-SR- 

Music libraries of stations continue to become more and more com- 
mercial. Pioneer on stressing what can be done to sell musical 
packages made from station libraries is Lang-Worth which reports 
1,200 advertisers buying its packages. Standard also has built a 
number of star shows and now calls itself "Library with the com- 
c-.ercial touch. " 

-SR- 

April is month during which researchers laid emphasis on waste in 
use of advertising. Horace Schwerin claimed broadcast advertisers 
waste 50% of their money by not pre-testing copy and appeal. Marion 
Harper, Jr. (McCann-Ericksen) quoted Professor Borden's statement 
that "development in techniques for preventing waste in field of 
advertising has not equalled development of techniques for prevent- 
ing waste in production and in marketing." Harper advocates 5% of 
all advertising for research. 

please turn to page 50 
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Psychological releases Inherent in daytime page 29 

serials are no accident. They're part of the 

formula. 

Direct mail selling — its place on the air? page 42 

Mr. Sponsor Asks and four radio authorities 

answer. 

How to sell a paper napkin was a problem page 34 
until Hudson Paper used a Duane Jones formula 
to change a living habit. 

Those beautiful coverage maps are fre- page 24 
quently thrown in the wastepaper basket. 
sponsor's report explains why. 



Broadcast advertising plays a major role page 26 
in selling gasoline and oil. What the great 
refiners are using is charted as to program and 
broadcast form. 

IN FUTURE ISSUES 

Baseball and its sponsors. 9 May 

Who listens in the dog days. 9 May 

Broadcast advertising costs in the Sum- 9 May 
mertime. 

Folk music moves outdoors. 9 May 

Fall buying starts in August. 9 May 
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"THE LONG ISLAND STORY 



-DISTRIBUTION OF LISTENING HOMES AMONG STATIONS- 
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TV INFORMATION 

Let luc take this ttjipoi I uiiit\ to 
coii'rratiilate yon on your spltMidid 
pnlilieatinii. ^Flie inforination it < on- 
taiiLS is iiivaliialtio to a'rencirs Iia\ in*: 
to product* I V shows o\(M ucw stations 
and In a eoin[)lct(d\ ni'w media for 
the ajreiicN . 

\\ . (r. (J.AKKM)>. JK, 

r;. Clarhsou. Jt. 
Fort U orth. Tex. 



"BULOVA" LIKED 

I'd like to add a wtnd of praist* fi>i 
yonr current article entitled hat 
Makes llulova Tivk? It eertaiid\ i^ an 
excellent and cttnipreheiisive stor\ of 
smart, eoiitrruous list* of sp(tt radio 
to huild and sell a hi*»hly (Mtinjx'titive 
product. 

There are inan\ local. r(*gional. and 
national scdeetivc* ratlit» a<lvertisers who 
have similar success st<tri**s to tell 
thank (hxI! 

I)\N SciiMiDT III 

f/Co/pc nolliiifiherr 
Atlanta. Ca. 



PROTEST! 

I nmst register tlu* strongest possihit* 
prot<*st to the diiect statement on pajre 
2 of >our issue (tf March 2iUh. in 
which \(Ui ^-talt*. "Uadio and televisitni 
fan puhlication fornnda is still und(- 
velop(*d."' 

For 1.") \i*ars our company has pnh 
lishetl Rati to Mirror. It so happens 
that this nui^azint* is one of tlu* mo>t 
profitahh* majra/iiu^s that our cttm[)an\ 
piddishes. 

Its cnrrtMit eireulation is in excess t>f 
7(H).(K)() copies per month, net })aid .il 
27m'- p(*r <'op\ . 

I ts ( irctdation d<n elopmcNit in tin 
last \car is (juite prohahly second to 
innu' in the j^uhtishiu'r field. Its \ptil 
issut* a \ear a^t» sohl just mul(*r Mi).- 
{){){) coj>ies fin the nc\\s>tands. and it> 
i»ue of this \ear will (^\t'C(*d the figure 
m(Miti<nietl ahoNc, 

For man\ \ t*ars tlu* ma*ia/int* wa> 
s(dd at anil its rise to this cin u 

lalion le\ e\ w as ntit im[)(*dcd lt\ the 
iiicieast* nf ihc ettver priee to the 
hi^lnM' le\eL 

I iit<M-eslin<il\ enough, tin* eiicidatitHi 
of oni' ina^a/inc ettnliimed to ]{>*• 
( Phutsr turn to pav^e 6) 
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... at local 
station cost 

/ See your station 
representative or write 

A LMGWORTH 

Z^^J feature progranis, m. 

113 W. 57th ST., NEW rORK 11 N. Y. 




HOWARD POONE ADA if 



-KSi-,, *-La. PLaIU WYAK, JTT£ ^ 
EAVENWORTH CLINTON RAY lAFAYETTB 
OHNSON DOUGLAS JEFFERSON CASf 
TCHISON BUCHANAN CALDWELL HON 
VLINE DONIPHAN ANDREW DEKAL^ 
aVIESS LIVINGSTON Cji 
9ANKLIN OSAGE 
TCHISC 
lARRISg 

SULLIV.l 

"SATES 
VABAUN^ 
7EARY 

;^ow^ 

LAY 
iOUR B 
KNOT, 

\ORGl^^CHUYLER SCOTLAND WAPELl 
PPANOOSE WAYNE DECATUR RINGGOU 
AYLOR PAGE FREMONT OTOE FILLMOE 

fHAYER JEWELL REPUBLIC MITCHELL^ 
LOUD OTTAWA LINCOLN ELLSWORi 

?ICE McQHERSON RENO HARV 



Yessirl 213 baaming counties 
lie inside Ihe measured 72 rnv. 
coverage of KCMO's powerful 
20,000 watr beam I Add ta this 
supercharged signal, pragram- 
ming that's carefully luned lo 
Mid-America listeners, and yau 
have a farmula far law cost 
per 1,000 caveragel 

KCMO 

Kansas CiWy's Mas* Powerfu/ Siaiian 
50,000 Wottt Day- 
time Nan-Dlr^ctlanat 
10,000 Watts Night— 

610 Ice. 

KANSAS CITY, 
MISSOURI 



Basrc ABC for Mid-Americo 





To determine the depth of 
listening in the heart of its 
29 county BMB area, 
KGLO commissioned Edw, 
G. Do(xly & Co., St. Louis, 

to conduct a'COIN'ClDENTAL 

survey. This survey is the 
first of its kind, covering 
the core of this prosperous, 
balanced urban-farm mar- 
ket which has more wealth, 
per capita, than any other 
area of equal dimensions in 
the U. S. Adequate samp- 
ling gives an accurate pic- 



in the important rural 
market of Northern Iowa 
and Southern Minnesota. 
Get your copy of this 
1 )ocKi y COi N' Ci D E N T A L sur- 
vey to verify your radio 
coverage in this important 
midwest market. Contact 
VX^alter J. Rothschild, Nat l. 
Sales Mgr., Lee Stations, 
Quincy, Illinois, or call 
your WEED & CO. repre- 
sentative. 



IOWA 




SUIIONS 




1300 K.C.. 5.000 WoHs 
CBS Affiliate 

COVERAGE — 29 rich countiei 
in Io^\'a and Minnesota. Urban 
communicies include Mason Cicy 
and Charles Cicy. Iowa; Aubcin 
and Albert Lea, Mtnnesoca. 
Audience produces more corn, 
hogs, gratn*fed caccle, oacs, egRS, 
poultry, and cabh farm income 
than any other area of equal 
dimensions in Uniced States. 

KGLO — FM 
101.1 MC ERP 16.000 WaHs 




PUINCY 
ILLINOIS 



930 



K.C., 1,000 WoHs 
CBS Affiliote 



COVERAGE — 34 Mississippi 
Valley counties in Illinois, Miss- 
ouri, and Iowa . . . almost equal 
division between urban and farm 
listeners. Cities include Quincy, 
Illinois; Hannibal, Missouri; and 
Keokuk, Iowa — core of pro- 
ductive Illinois-Missouri-Iowa ag- 
ricultural region . ContinuinR 
Doody Surveys prove W'TAD's 
consistent dominance. 

WTAD — FM 
99. S MC ERP S3, 000 Waffs 
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BROADCASTERS PROGRAM SYNDICATE 

Success Story..; 




Since its organization less than a year ago, the Broadcasters 
Program Syndicate has built a success story unparalleled in 
the history of radio. 

Operating oo a subscription basis exclusively, the Broad- 
casters Program Syndicate is essentially of, by ,^ and for station 
subscriber-members^ ^ 

A single weekly fee* equal to the subscribing station's national 
one-time class A quarter-hour rate entitles the station to the 
Syndicate's entire output of. network-calibre programs. All 
current programs~^/«5 every additional series produced by 
the Syndicate in the future. 

Currently, {or single weekly fee* ' PAT O'BRIEN FROM 
HOLLYWOOD," "FRONTIER TOWN," and "ADVEN- 
TURES OF FRANK RACE" all go to the following members 
of the Broadcasters Program Syndicate: 



ALAIAMA 

WKAX. e.rfiNnthMi 
WUJ. trtwton 
WABB. MoUlt 
WAPX. MontfMiwry , 

'APtZONA 

■ KAWT. OwglM 

KVCA. Prrtcrtl . •. 
KGLU..1«ord . . 
KTUC. Ti(?«in 
KVUM.Yuma. . 

ARKANSAS 

KVLC, Littlt B«ck . 

CALIFORNIA. 

KERN. BikerifiHd. . 
KOON. Mtntmy 
KXOA. Sacramento . 

KCB?.'uI FriJ?jw». 
KXOB. StKkton , . 
KWC, Vtnturt ■ 

COLOBAOO 

KFXJ, Grind JurKllw 
KGHF. Pii«bl» V,. 

CONNECTICUT 

WTOR, Torrin^ton ^ 

FLORlOA 

WEUS. EmIU 
WMBR. JachMnvlllff 
WCNH, Qulncy 

GEORGIA 

WGPG. AJbtny 
WRFC. Athtni 
WCON. AtUnu . . 
WBBQ. AufMta . 
WRBL. C«liNnbM . * 

IDAHO 

KRPL,Mmmw 
KLIX.TwlnFtH* , 

laiNOIt 
WtlV. PtUn 

INDIANA 

WHBU.AndtfSM , . 
WEOA. EvtntvlHi 
WFBM. lndlffMp«llt 

IOWA 

KFA. ManhalltMrn . 
KWK. MtMuUflt 

KENTUCKY 

WLEX.LnlnffWi 
WINN.LMtftvMff • . 



. MBS 
. ABC 



'"(•BS 
NliC 



cii.<*- 

MBS 

^-BS 
MBS 



Mlli!- 
ABC 



ABC 
MBS 
CBS 



CBS 



LOUISIANA 

WLCS. Baton Reuft . , 

WOSU. Ntw 6H*ani . 
KSYUAItaandrIt . . 

MICHIGAN 
WFDF. Flint . 
WFUR. Grtnd Ripidt 
WKNX. Sa«tn«w 

MINNESOTA 

KROC. RMhnirr . .- . 

WEBC, Oululh . . . 

WMFG, Hlttbing . . . 

WHLB. Virslnit ... 
MONTANA 

KANA. Aiacondt 

KBMV,B.llin9t . . . 

KOPH, Bull* . . . . 

KilGN. Gltndiv* 

KOJM, Hurt 

KXLO. Lr*islbn 

KPRK.LMn<)^Bn . 

KRJF. Milu City .. 

KGVO. MiMOwU . 
NEBRASKA 

KOLT. Swttt Blun 

KOIL. Omaha 

NEVAOA 

KOH. RMB > 

NEW YORK 

WCSS, Amtftrdam 
WINS, New York City 

NORTH CAROLINA 
WLOS. Athvllla . . . 
wCPt. Tarboro 

OHIO 

WSAI, Clncinnall . . . 
WJW.CtrvHand ' * . . 
WW<T» WMMtr 

Oregon 

KWIN. AthUnd 

KOOft.CmBay , 

KOIN, PortUnd . . . , 
PENNSYLVANIA 

WLTR. Btoomtburi 

WCPA. CtttrftffM 

WMR. Scrtnton 
SOUTH CAROLINA 

WMRA.Mynt* Brach 

SOUTH DAKOTA 
K05J. OrtdwoMt 
KOTA. Ropid City . y , 

TENNESSEE 

WTJS.JtcfcMn . 
WROUKntivINt 



ABC 

sue 



NHC 
NBC 



CllS 
ABC 



ABC 
ABC 



MBS 
CBS 



CBS 



. ABC 
• NBC 



TEXAS 

KBKt. Alict 

KFDA. AnwiNt .... 

WRR. OalUa 

KTSM. El PtM . . , . 

KFJZ. Fort worth . . » 

KXVZ.HouUoo . ... . 

KOLE. Port Arthur 

KABC. Swi Antonio . , 
UTAH 

KUTA. Sffll Lokt City . 
VERMONT 

WSKI. MonlHllcr 
' VIRGINIA - 

WCYB, Brittol 

WGH. Newport Newt . 

WRNL, Richmond . . . 

WSLS, Rotnokt. . . . 
WASHINGTON 

KJR,SotttU . . . . . 

KXLY. Spoktnt ; . : . 

KIMA. Ytkinu . . . 
WEST VIRGINIA 

WOAY. Oak Hill ^ 

WLOH. Princeton 
WISCONSIN 

WHDL, ShatMjysan 

WYOMING 

KVOC. Caiper 

KFBC. Chiyenna . . . 

KOOl, Cody 

KPOW. PowfB . 

KWYO.ShcrMan . . 
BERMUOA 

ZBM. Hamilton, 
BtrmMla . . , AB<* 



AltC 

MBS 
sue 
MBS 
ABC 

ABC 



ABC 
AliC 
ABC 

AliC 
t'HS 
CBS 



WW 
AIU* 



MIIS 



MBS 



CANAOA 
ALBERTA 

CFCN. Calfiry . , . . CBC 

CFRN, Etfmonlon . . CBC 
iRlT. COLUMBIA • 

CJDC. DawMnattfc 

CKOV. KHowni 

CKNW.NcwWcttmlnittr 
MANITOBA 

CJOB, Wlnnlpd 
ONTARIO 

CKOC, HamlHwi 

CFPA. Port Arthur . , CBC 

CHUM, Toronto 
-QUEBEC 

CFCF. MontrrtI . CBCABC 
MSKATCHEWAN * 

CFOC.SMkatoon 

CJOX^Yorltton . 

CKCK. RffliM 



, .CBC 
, .CBC 



*If your quarter-hour rate, for example. Is $25.04, you sb a 
member of the Broadcssters Prod ram Syndicate would receive 
the Syndicate'* ENTIRE OUTPUT of proftrama— plus all 
future proftrams — for $35.00 per week. 

JOIN OUR FAMILY of prestige stations, and share In this 
fast- growing programming |ack-pot. Auditions available. 

BROADCASTERS PROGRAM SYNDICATE 

Under Direction Of 

BRUCE EELLS & ASSOCIATES 

2217 Maravilla Dr. • Hollywood 28, Calif. • HO 9-5869 
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(Continued from page 4 J 

tie^^plle the appearance <ni the news- 
stands of the IJell hiiok and Radio 
liest. 

If llies-e Malenienlii do not eoiuince 
\uu that a radio fan magazine formula 
has been developed to a \ery profitable 
degree, something wrong with my 
rhetorie. 

Uekhekt G. IJkake 
/ .p., Director of Promotion 
Macjadden Publications 
Sew York 



PRIDE OF LAWRENCE 

IMeas^e aeeept m\ coiigralulalions 
u|>on ihe \ery fine article. "Pride of 
the Town. ' in the February 2li issue of 
your valuable magazine. 

^ our second lieading — 'M5roadeast- 
ing can (ie\elop gootl community rela- 
tions for corporaliouto. Its being 
aehie\e(i in many ]>laces" — just about 
hits the nail on the head for our 
77//.? Is Greater Lawrence program, 
i)roadcasl e\ery 1 hursihiy at 7:15 p.m. 
umler the spousoi siiip of the Pacific 
■MilU. wovld-fanioui? manufacturers of 
textile fabrics. 

In fact, the results of a first com- 
jjlete year of broadcasting have been 
>o elTective in the advancement of eoni- 
niunil) welfare that Kviie>t I). Walen, 
executive \ ice-prcsidenl of the corpor- 
ation, renewed the eonlraet for another 
full )ear, efTeetive March II. 

I lie merit of a j)rograni of tliii^ l\])e 
is j>erha])s best em])has!/,e<l in the 
award of third phn-e for outstanding 
publie servit'e for ilear < hannel net- 
work afliliates to W LAW and W'LAW'- 
K\l in The HiUhourd's 11th annual 
radio and t(»le\ision ])ronu>tion c<)ni- 
peiition for lOl'l. 

The piDgiam is sponsnn'd b\ Pa<*ific 
as a ((intribntiou to the health. Iia]>])i- 
n<*ss. and pio>]>ciit\ of the I. ">().()(>() 
r<'si<leiils of the allied coimnunitie^ uf 
Law r<Miee. MetlnKMi. Andover and 
North .\iid()V<M". several thousand of 
whom are Pacific eiii]>loyes. 

Ci\ ie. fraternal, ])atriotic, and other 
grou]>s whose acli\ities direetiv afTect 
the life of the greater community are 
re])resented each week in broadcasts by 
representati\ es of their own selection, 
who tell what their organizations are 
4loing. have <lone. an<l will do. 

Pacific's g4\sture of good -will lowar<l 




BROADCASTERS PROGRAM SYNDICATE 

Success Story*** 

Each member station of the Broadcasters Pro- 
gram Syndicate pays one small weekly Je^, re- 
ceives the Syndicate's entire program output. 
Aggegate fees already furnish you these network- 
calibre programs . . . 

SERIES No. 1 

"PAT O B R I E N 

FROM HOLLYWOOD" 



Award -winning 5- 
quarter-hour vari- 
ety strip, starring 
radio's beloved 
master story teller. 




SERIES No. 2 



FRONTIER TOWN 



Radio's first au- 
thentic class-A half- 
hour Western dra- 
matic series. The 
Cimarron and Red 
River of radio. 

SERIES No. 3. 




"The Adventures of 

FRANK RACE 
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Half-hour mystery 
adventure featuring 
Hollywood's most 
outstanding talent. 
On a par with the 
best network ad- 
venture thrillers. 




Additional members mean additional funds to provide 
additional programs .... without additional cost to you. 



llie people who live in the area in 
wliieh one of its major plants is located 
has brought showers of praise upon the 
company from connuunity leaders, lie- 
cause rt rs a leader in the textile iruhis- 
try, activities of a radio nature like 
This h Greater Lawrence remain of 
constant interest to the industry in 
general. 

We thought you would like to know 
hou' mneh we api)veeiat(Ml your article, 
and to learn also what \VLA\V, the 
S0,00O-watt affiliate of AHC, is doing 
along that line. 

Hakoli) H. Mokkii.l 

Gerteral Manaf^er 

IF LA IF, Lawrence. Mass. 



KROC OVERLOOKED 

Vour article on *iiiMB Meets a 
Crisis" in the March 2o issue is very 
fine, and your listing of station test 
reports on average daily audVnces is 
good, too. except for one thing: the 
results of the test survey for KROC, 
Rochester. Mrntie^^ola, were missing 
from the list of 250-watt stations. 

It is with a great deal of pride that 
1 point out to yon the fact that no sta- 
tion listed in your breakdown mea- 
sures up to KROC's 9 \% of the weekly 
daytime audience, and no station beats 
our 97% of the nighttime weekly 
audience. Also, no station on your list 
measures up to KKOC/s Hl% average 
daytime listening and our 81% aver- 
age nighttime listening. 

There are only two stations, KIEM. 
Kureka, California. and W'RDO. 
Augusta, Maine, that can beat KROC's 
Hooper share of audience for da\time 
listening of 54.9%. KROC again 
comes out on top in nighttime, with a 
Hooper share of audience of 60.3%. 

I am sorry that vou overlooked 
KROC's result* in RMlTs special test 
survey of 1918. made during October- 
November. 191^8. 

G. Davio Gentllng 

Station Manager 

KROC. Rochester., Minn, 



THANKS! 

You've started something in that 
eaj)sule Farm Results deal, short and 
sweet-sounding to the cash register. 
Still say your stuff is doing more for 
RFI) profession than any other effort 
since invention of corn cob. 

Sam H. Scmneidek 
Farm Service Director 
KrOO, Tulsa 




i 

^\ . . . - 
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iliyiilii 

ON THE HILL 



Anti-trust action against 
NBC just a memory 

(M>S rail ling of NIUl lop |>r(»<ii am^ a(•(*(>nl|)li^lHMl 5t)iii<'- 
lliiiijj; (lull luisn'l Itrcn hrouglil to llu* f4)re yet. A iumil)cr 
of <*()n<rrossmon had hvcn of the opinion that NHC was a 
inonopoK and should Ix* in\ eslifzatod as a trust. These 
>inne ocuigressnien haven't ohanjred their minds, hut no 
anli-trusl actior* is <*ont<Mnplated. 

Business advised to "speak up" 
on Taft-Hartley law 

l*rod)irsinrss coir^iessnH'ii are \von<lerin'r wiry husiness 
liasn't usetl its ad\ ertisin*: to carry eopv fav(»rin'i the Taft- 
llartlex law. Only (reneral Kle<:trir has hecMi outspoken on 
the >uhje(;t. \ nmnher of senators and representati\ rs Iiav«* 
put the ipiestioii dirtvtl) to tli(^ presidents of ten jrr(\it 
<orporat ion> not go lo lli<* ])ul)lic and state \oiir 

rasc*^?'' Results i> that s<^veral hig hroath^isting programs 
will speak ont on lahor h^gislation shortly. 

Chocolate candy business 
running behind last year 10% 

dhoeolat*' eandv husiness. aceording to llie l)(*partm<Mit of 
<]()mm<-re<\ is u'iMally a good barometer of husiru^ss. It's 
IxNMi off 10'^ (hiring the first <pKnt(M* of the year. Instead 
of singing the hlue>. llu^ imluslrv has uppcd the of 
ni<*kle <'an<ly hars (to nearer the pre-war size), with \estle 
and ll<^rshe\ starling tlu^ trend. l*(U<'r I'anl has he(Mi air* 
featuring it> higgerdx-tler candy har foj- >om<^ tim(\ and is 
rnnning ahead of the ti ade w itli pra<iically no dip in 
^ah'^. Ilci>hc\ i> a non*ad\erliscr. 



P&G, Lever and Colgate cut 
prices and continue advertising 

l.ca<ling '-oap maniifacliircrs ha\c rut -'oap pric<'> a> much 
as eight tinr<'s during tlx* lir^t four months of the \ear, 
widi inrlher cnl> in siglil. Lexer l>r<is. an<l (^tlgatc- 

I *alniolo\ cd N'ct ha\e he^Mi I Ik* mo>l coiisi>t<Mit cnltcr> of 
jirif <'s. while at the same time <-onlinuing llu^ir hard hilling 
network an<l sel(*cli\e l)roadca>t ad\<nhsing. Heason for 
red ucl ions : pa>^iiig on 1ow<m <'osls of inalcM'ials soapers 
u^e ill tlr(Mr products. Congress \^ using tlu» soap compaiii<*s 
.(s example-* io other indii^lrx men on how to avoid reduced 
^ales. 



"Anti-fear psychology" campaign 
required by government? 

liroadeastcMs contimre to wonder Jit)thing is- hcing 

done hy the govej nment to eoimteract the " feai* ps\ch- 
olog\'" that i> hohling hack normal consumer bnving. 
There is no shortage of incorue. Y. State rep4)rted 
recentK that sax ing> hank deposits were up 22^* over the 
first ijuarter of l*)Io. Secretary of national huilding and 
loan association (executives' organization at the same time 
reported that (h^posils in federally insured group> hit air 
alltime high in March with the trend continuing up. \et- 
works and stations ar*e ready to cooperate with any govcrn- 
merrt campaign to huihl huying confidence, hut nothing 
<^)mes out of W ashington on the subject. 

Congress not sold 
on advertising 

There are still many senators aird reprc>errtatives who feel 
that a<lverti>ing is a waste of money. They refuse to look 
upon it as a logical par t of distrihutiori and selling. I ypi- 
eal is Owen nrewst(*r of Maine who can t understarrd why 
th(* V. S. should advertise to (»ncourage Kuropean travel. 
KCA is trying to convince policy men on the hill that travel 
irr Kuropc wmII gi\e the Continent American dollars winch 
will come hack to the V. S. It's hetler, they say. than 
having to speiul tlu^ same money via the Marshall IMan. 
I:^(1A would like to use air and printed media to do the 
joh. hut unlo> it's <»kayed soon, it'll he too late to promote 
sizcahle vacation traxel ahroad this year. 

Less "over populated" air 
in the future? 

While Chairman Wayne Coy of the VCC has consistently 
in formed all an<l sundry that the Commission cannot take 
into account the possibility of an applicant being financially 
suc(*cssful. there will be less grants in the future to appli- 
cants in the areas where tluM'e are too inarrv stations. The 
days of the KCC granting licenses to prospe<*tivc stati*)n 
owners with*iut r<*ganl to the health of those now serving 
an area are crrded. altlnurgh this will hr denied hv the 
eomrnissiorrers irrdivi dually and eollectivelv. 

N. Y. State radio bureaus 
selling Dewey, the new leader 

Dewey's out-"fair <lcaling"" Truman has some lu»puhlicans 
woruh'ring about his bid for a thir<l try at the rrcsi^lcncy. 
I)<ewc\ is using llr*^ sex^^ral \. ^ . State radio pnblieity 
departrih'rrts to >preatl tlrt^ goo<l word about bis state medi- 
cal and olh(M* legislation. Has is is that \(»w ^ ork Is a 
good slate to visit arul work in. Sounds like state publicity, 
but it's really l)*^w(\v's hid for the White House or the 
S(Miale at N. V. Slate expense. 

Liquid assets of U. S. 
population up? 

Advaiiee indiealions on llr<' lreir<ls showing up in the 
F<'d<'ral lb^s<'rv<''s poll of tlu^ current liquid asst^ts of the 
I . S. popnlaliorr is >larlling even those who fell ihey knew 
that ihc av(M'age worker was playirrg il ver y el()s<\ Licpiid 
assets appear to ha\c rrrereascd ,'>0'^ oxer a year ago. 
Thex- figrrn\^ ar onU from a tiny par t of th*^ Mx poll 
whidr will not Ix* relea>ed urrtil Jurre. They are off the 
r'ceor'd arrd not oflri-ial. 
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SPONSOR 



;4 'Tftc^^t^f^ IftauMCi. "^aacC 





For 981 miles through the heart of WWVA- 
land, the Ohio river threads its way ... a 
mighty moving road that carried on its 
broad surface 41,396,738 tons of cargo in 
1947. Adjacent to its banks are mines that 
produce more than half the nation's coal; 
its flood-silt has made its lowlands fertile 
for agriculture; it has stimulated the birth 
of a thriving chemical industry; and at 



night its rippling waters reflect the orange- 
red glow of some of America's greatest 
steel mills. 

Here, in this great Ohio river valley, is 
the Ruhr of America . . . with progressive, 
prosperous people who make it an area 
rich in sales opportunities for alert adver- 
tisers. The 50,000-watt voice of WWVA 
serves it well. 



An EDWARD PETRY Man Has f/ie Details! 




NATIONALLY REPRESENTED BY EDWARD PETRY & CO, 

National Sales Headquarters: 527 Lexington Ave., ATew York City 



25 APRIL 1949 
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ItAliKI- l*llo>li»Tli»> i*i»>ll»F:TITIi»^ 

Communications tp 1 SCi-l Broadwav, New 'i'ork 19 N. ^' 



The Ittlllnmni 



THE WINNERS 

The Billboard's Eleventh Annual Radio and Television Promotion Competition 



Aiiilioiioo 




/\iiilioiu*o-S:ilcs 


E*iil»li<* Sorvico 


l*roiiiotioii 


E*roiiH)lioii 


l*roiiiotioii 


l*rinii4)tioii 


NrlHork (Kopioiial) 


Network (Hcgionnl) 


Network (Heglsjan 


Network (Kef;ional) 



ill NBC WEMERN 



(NO AWARDS) 



KVO O 



P H 1 



L T O 



1ST 

Clear Cluinnet Network Affiliated 
1S1 KVOO. TULSA, OKLAHOMA 

^' Wini»m H Wii V. p. & Cm. Mgr.: J 
Tbrodorr A. Waltfrs. Prom Mgr. 

u/lu; HlflHMATl 



LAWRENCE. MASS. 

yB. Morrill. Om. Mur.. Prrt A 
£i. Prom Mgr. 

[lhannel Network 
/iliate 

\ne. ind. 

ll, Stt Mir . Hlldi C. 
V>.* Prom. M|r. 



1" 



Otrl 



„„ic ,.^ui«mcn, can be ^^^^^^^ ,„ „„ 

|.„Wk l.«'«"<»^"' Our .hanks .o . , 

ixtnoni; clear 

,.....s/ P-g--- such .s this, 

(or broadcasting I" "^^^ 

' . .wni this honor requires 

1 o rccoenizc thai ^vmiul our 

,„ accc„.in« ...» - ; „ ,„ c.n...»c ^^^^^ 

, ,v i„,c,«. hraaJca«.np oWisa""" 



p. 

Prfs . Bill wisfmia. 
rrf s.; John Co»nori. 

Itwork Affllialr 

iWirrfn Middlf loa. 
( : L^n P Oormia 
iMcr Jkv tifllla. 

\>00 Want 

I) 

1)0.20,000 



rort>*5, Proio. 



|>0 Want 



WENRI 
7D WPTZ. i 
XTSL, Hd 
KSTP-IV. 



HA, SASK. 

Hftrold A. Crlllrndrn. Orn. Mfr.. Krn* 
tiflh E Comolon. Prom. Mjr. 
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SPONSOR 



New €uul t'enew 




New National Selective Business 



SPONSOR 



PRODUCT 



AGENCY 



STATIONS 



CAMPAIGN, start, duration 



I ton Ami Co 

Canada Dry (Hneer Ale, Inr 
Drita Air Lines 

KskiniiK I'ie ( orp 
II, J. Ilein^ ( (t 

llyKi^nir Prntlurtx ('» 

National Hisruit Co 



r;ia.-;s (;ios: 
Beverages 



liliD&O (N.Y.t 



J. M. Mather 
(X.V.) 

Summer air travel Iturke Dowline 



Ire Crea 



Adams 
(Montrlair. N.J.) 
Uurhanan (\.V.) 



Ilei^ rhefji Rereipe Maxon (X.V.) 
Sauces 



Mel-O Water 
Softener 



<*rahani Crarkem 



Lydia K. 'Pinkltani Medirine VeKetahle 

Compound 



( n 

'Ueporter,** Inc 
U. J. KeynolilH 
Standard ltran<ls. Inc 



"Ueporter" 
Maeazine 

Cavalier 
Ciearettes 

Tender Leaf Tea 



I ition Starch & Kelinini? Co Table Syrups, 

Marsh mal-()-<^renie 



Leu is & nilman 
( I'hila.) 

Mct'ann-Kricksoii 
(X.V.) 

Krwin, Wasey 
(X.V.) 

Ituclianan (X.^ .) 
Ksty (X.V.) 
Complon ( X . ^ . ) 
Kastur (Chi.) 



U. L. W.'ilkins & Co 



Dr. Lyons Tooth D-F-S (X.V.) 
Taste 



Station list set at prt'urnt, althou<;h more wav he added later. 
( t'ifti/-tu'o weekn (jenerailij means a IS-week contract with options for 1 
of atitf l.l'ivetk period) 



Indcf I'.t. spots, hr4:iks; Apr 25 on; 'i2 

(All k*'y metnipolitaii mkt*) *\ks 

20-30'* l''.t. spots, l>rc»ks; >Liy-Juii: 13 

(SprinK-Sunimer campaign) wkit 

H-lO Spots, hreaks; Api I .'i ; wk*» 
(Limited to Kast. Mid%^ t-st ) 

Indrf K.t. spots; Apr Ls-Ma> L'>; t ^ks 

OLiinly South, Suutli^^ est ) 

Indrf l''.t. spots, lirraks; Indrf; 1-13 wks 

(Will eo national, after test 
in Syracuse, X.V.) 

H-IO' Spots, breaks; Mii> I on; 13 wkn 

( KxpandinK^ campaign in 
Midwest, Texas) 
Indef^ 

(Proimitioits in J Midwest 
inkts) 
25-30' 

(Mostly South, Midwest 
mkt5) 
Indef* 

(Intro campaign, mostly 
Midwest mkts) 
Indef 

(XatI campaign fnllowinK 
nikt tests) 
IO«-:iOO* 
iXatl campaign, ntajor 
mkts) 
Indef* 

(KxpandiiiK limited Midwest 
rampaign) 
Indet* 

(Adding to current Mcht-d 
in Midwest) 



>'arious local prgius; Ma> ; 13 wKs 
K.t. spots; Apr 13 wk^ 

K.t. hreaks; April 22-26; 1 wk 



K.t. ^pots, breaks; May-.l un; \% 
w ks 



K.t. >poth; Apr 25; 13 ^k^ 
Spots, hreaks; Apr-May; 13 wkv 



K.t. spots; breaks; May-Jun; 13-52 
w ks 



sacc4<inivt l.i-wtfk retuirah. JVs suhjcct to canceUatinn at the * nd 



ii^^ New and Renewed Television (Network and Selective) 



SPONSOR 


AGENCY 


NET OR 


STATIONS PROGRAM, time, start, duration 






American Cliide Co 


Ualger Hz Itrowning 


WABD, 




Kilm spots; Apr 4; 52 wks (n) 








& Hersey 












American Cigarette & Cigar 


Sullivan, StaufTer, 


KTLA, 


L.A. 


Kilin spot^; %-ariou.H starting dales hetw Apr I2-30; 13 


wks 


(n) 


( o (Pall Mall) 


(olwell & Uayles 


WItlvB, 


Chi 










cns-TV 


, X.V. 












WKXU, 


(hi 












WAHD, 


X.^ . 








American Tobacco Co 


X. W. Ayer 


WPIX. 


X.V. 


Film anncmts; Mar 23; 13 wk^ (r) 






( Lucky Strike) 














A. S. Iteck Sluie Corp 


Dorland 


WXHT, 


X.V. 


Candlelight Review; Tliurs 10-10:30 pm; 13 wks (n) 








WUC.B, 


Schen. 






1'. It all an tine & Sons 


J. Walter Thompson 


WAHD, 


X.V. 


Hasehall; All New Vork ^'ankees home games; Apr 15 


(n) 




(lieer) 












Iteltone Hearing Aid (^o 


UuthraulT & Kyan 


WW HQ, 


Chi 


Film anncmts; Mar 11; 13 %^ks (n) 






Iteitrus Watch Co 


J. 1). Tarcher 


WXBCl, 


Chi 


Film anncmts; Apr 3; 52 wk.i (n) 






Itrown ^- Williamson Corp 


Ted Hales 


WPIX, 


X.V. 


Boxing; Sat 9-9:39 pm; Mar 12; 13 wks (n) 






(KooIh) 














Canada Dry 


J. M. Mathes 


AHC-TV 


, net 


Super Circus; Sun 5-6 pm; Apr 3; 13 wks (n) 






( Iteveragfit) 














Carbona Products Inr 


Ralph Harris 


WABD, 


X.V. 


Film spots; Apr 5; 13 wks (n) 






(^hoc polish) 














Coty Inc 


It I'lick 


WNHT, 


x\v. 


Film spots; Apr 11; 2 v,k% (n) 






(Cosmetics) 




CBS-TV 


x.^ . 










WXBK, 


(^leve 












WPTZ, 


Phila 












WHZT, 


Boston 












WXVZ, 


Det 








Curtix Publishiitg Co 


BBD&O 


WPTZ, 


Phila 


Film anncmts; Apr H; 13 wks (n) 






(Ladies Home Journal) 












Durham-Knder.s Razor Corp 


F. D. Richards 


CBS-TN 


X.V. 


Film spots; Apr 1; 13 wk^ (n) 






Kclipse Sleep Prods Inc 


11. J. Kaufman 


{ BS-TV 


. X.V. 


Film spots; Apr 13; 13 wks (n) 






KIgin Xational Watch Co 


J. Walter Thompson 


WXH<J, 


(hi 


Film anncmts; Mar 21; 52 wks (n) 






Korstner Chain Corp 


A. W. Levin 


CBS-TN 


X.V. 


Film spots; May 1; 5 wks (n) 






(Jewelry) 












(toodall ( o 


RuthraulT & Uyan 


19 stations 


How To Improve Voiir Golf ; various starting d,ite^ hetw 


\pr 


(Palm Iteacli Suits) 








6-15; 5 min films; 13 wks (n> 






D. P. Harris 


Kiese wetter, Wetterau 


WNHT, 


N.V. 


Thrills on Wheel*: Mon \: Thurs ; 6: 55-7 pm ; H w k«» 


fit) 




( Hardware) 


& Baker 










Henry lleide Inc 


Kelly-Xason 


WABD, 




Film spots; Apr 25; .19 %%ks (n) 






(( and>) 












Levft Brothers Co 


Sullivan, StaufTer, 


{ HS-TV 




Film spots; Miiy 1; t wks (n) 






(Siherdust) 


Colwell & Bayles 


WJ/,.T\ 


, N.V. 
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New and Renewed Television [Continu.di 



SPONSOR 



AGENCY 



NET STATIONS 



PROGRAM, time, sfarf duration 



l.iCCrl A. Myers 

Maciia KiiKinpcriiic ( <iip 

(Tt.nls) 
\ash-Krl% ii);itnr ('nr|i 

( Itcfricrrainrv) 

( l*ainK) 
I'rortcr \ (>:iit)lilf ('o 

(Tiilr) 
Kcrd \ It.niton 

t Sil% f i w :n *■ ) 



( A ppli.nnres ) 
San-Nap-l*ak Mfc < ' 
Siniipitiis ( 'it 

(Mattir-iscs) 



riiitt-d Air l.int's 
r. S, Ituhhcr 
J. It. \Villi:tms ( i> 
< Sha\ ii\K prndiirts) 



NrHrll-KmmeM 

.1. Waltrr rhninpson 

*M*yci . New ell \. Cniifrrr 

A. A. Pwrnf r 

itritlnii Ittiu Irs 

Itrtlfccr tVr ltrn%% iiiiif; 
X lli rsr> 



|*iitts-( ':(lkius 

& MollltM) 

l-'rdrial 



N. W . A>ir 

K. n. Itirliards 

.1. \V:ilU'r 'rhonipsoD 



\VIM\, N.V. 

\\Mt»h ("hi 

\VJ/-T\. N.^. 

\\ Altn, \.V. 

< HS-TV, N.^. 

WN'ltW, Wash 
\Vlt/T, Itnstnn 
WNItK, < Ie\r 
\V("Ar-TV, riiil:. 
WAItl), N.V. 

WAItl). N.V, 
\\ (;N-T\ , ("hi 
\V.\lt(i, ("hi 
\V,I/-TV, N.V. 
WAItl), N.V. 
\V( AT-TV. Phih* 
('ltS-T\. N.V. 
( ltS-T\ . 
\VI»-r/., Phila 



Itnsehall; New Vork (•iants home frames; Apr 16; (n) 
Walt's Wiirkshdp; Mnn 7-7:30 pin; Mar 7; 13 u ks (n) 
Kihn an lie nits; A pr 21 ; I it u ks in) 
Kilni spots; Mar 30; 13 v,ks (n) 
Kilin aniiniits; Apr 2.i; 7i2 ssk^ <n) 

Kilm iiiiiinnts; %nriniis staitine dntes hrtu' Apr ii-9; t uks <n) 

Nrrdle Shop; Thurs l:3M-t.) pm; Mar 19; 13 uks (n) 

Jack Kieen; Thuis 7:i.i-s pw; Apr 7; yi w ks <n) 
Kilm spots; various starling dates hclw Mar 2*«*April .) ; 13 
u ks in) 



I'ilm spots; Apr M; •» wks (n) 

Lucky Tnp; Fri A:30-A:t.) pm; Mar i:*; 1.1 uks (n) 
Art It Out; Snn 6:30-7 pm; Apr 3; 13 w ks (n) 



Advertising Agency Personnel Changes 



NAME 



FORMER AFFILIATION 



NEW AFFILIATION 



lohn K. Allen 
Kdcar A. Itarwond 
.lohn Itatrs 

Ualph Itrnnrtt 
Kr.) nk I*. Itihas 
Williniii \V. Itodfhf 
1". Wt'ntworth Itoykin .It. 
l-'rank Itraiiflt 
.lohn Kt^id Itiirr 
Arthur Ca t-y 
IJoyd II. Colitis 
Sally Cr.'iincr 
rhfinias V'.rvk in 
Itohrrt It- rcrr> 
t'hnrirs II. Kiiic-> 
(irr>ri;r (>ar% in 
Ittn M. Hall 
Kohrrt l>. 11 kins 
(it'n<-% ivw 11 a/:/ard 
I '|:i> llrrrirk 
.Milton llrrt/ 
(irrard S, llHstnn 
Willis r. Jrn m 
Wallart' Shrpp:ird .loi il:in 
Itiork kinc 
Kohcrt K irsriihniim 
.Milford I-". Kostniaii 
William A. Lot/ 
(icortr I*. M:ir(!rri!or 
Williitin ,1. Mantrr 
(iiiy .\I*-rrri 
l.lovd MiiK'i 
Niirman It. Moillii 
< . Si'u<-ll l*;ini! iiia)i 
\, -Allan r< tri s 
K. .M. Kaiulolph 
llarr> It. Saitdris 
Kenneth W. Sirkinuei 
I'anl Smith 
Itohrrt L. Siiiork 
Martin K. SimtUpi 
( ainrnm (". Stinonan 
Allir Stol/ 
( onrad I''. Stuhlni:>ii 
l<lt:is |<;. SiiK;irin;iit 
l''r:ink ('. Snto J r 
Kohrrl .1. Tm hniri;i:4'ii 
.\II)f It II. Thoiiias 
lli rhi rt A. \ itriol 
\\ illi:tnt (>. \\ hilr 
Kal|>l» Whilniore 
lloHnrd Wolf 
Ma%id ^illin 



.1 nil II K. A lien Associates. N. V., head 

.Maxfield, Vrit\ ident r K. I., ar* t e\i r 

.1. M. Mathes. N. V., radio dir 

l-'ied (I.Tvdiier, N. V., rre:iti%f «lir 

t 'asana% e-A rt lee Pictures Inc. N. V., vp in ch(fe sis 

Ituchannn, N. V.. acct exec 

•Met aiin-Ki irksim. N. W, acct e\er 

Sti\, Itaer *V Kullrr Co., St. L., imh re| dir 

Dominion Stores l.td. Tortmto Canada, adv dir 

•McCann-Krickson, N. \., Ke%lon creative sei vicc dir 

I.ennen *V Mitchell. N. \.. vp 

( . .1. Laltoclir, N. V.. exec asst tu pres 

Perk, N. V. 

(lottschaldt. .Morris A. Slack. Miami, sec 
lleiu'i, Ilurst .MrDonald. Chi., ropy staff 

.l>>hn I*. Smith. Ki)rhester N. V., creative dii 
Henry Itnch. N. V.. acct exec 



Willi.iin Morris, N. V. 

J. Walter Thtiinpson. Torontt» Canada 

(t'N'eil. Lariiini McMahtMi, Chi. 

W"ilsf»n Sporting (luods Co, Chi., ad% nmr 

Dancer-Tit zee rald-S am pir, N. V, 

.1. SterlinK Cetchell. N. V. 

Itiicheii, ( hi. 

I.cuis Kdwiii Ityan. Wash., ra<lio dii 
(.Mean, I.. A.. v|> 



U\(>(>, Tulsa Oklu., PKm depi head 
Wall.ichs, N. V. 



Smith, Snialley A. Tester, N. V., pres 
Ito/cll .lacohs, I .oiiis% illc, miir 



K I ii(>nick, St. 

Itillhonrd. N. V,, editur, Kvn mtzr eMstein <li% 
Konson Art Mi'tal Works Inc, Newark N. J. 



(iM'>. N. v.. reseairh dir 
Iteiiton X ItowUs. N. V. 

S. tilth, Itnll .\lcCi'eer>, L. A., acct ex«'C 
N - W. Ay*M . Phil a., chief cop> u ritci 
\**st (o prodiicei'. "Inside C S. A." 



(trant, N. V., vp in chjte TV 

Arthur K. Itrown, Itf»s1on, acct exec 

Ken yon \* Kckhardt, N. V.. radio prodn siipei v 

Same, vp 

M cCa nn - Krick son, N. V., film dir 
(leorce Kirksey. Houston, acct exec 
h<lliiifrton, N. V., acct exec 
Shappe- W"ilkes, N. V., T\' art dir 
Kederal. N. \.. acct exec 
(Gardner, St. K., ra(li«i, T\' dir 
O'ltrien. \"ancou%er Canada, acct exec 
Kohert W. Orr, N. \., acct exec 
Ahhol Kiinhall, Chi.. % p. dir. ceii mei 
Same, vp in chi:e cmuact dept 
(tordon Motterii, N. V.. radio. T\ dir 
Ito/.ell .lacohs. Wash., acci exec 
Same, radio. TV dir 
Same, acct exec 

.Morris K. Tandy, Detroit, acct exec, radio dept mur 
l-'uller \ Smith *V Koss. Cleve., arct exec 
Same, radio. TV dir 

K. W. Reynolds, Toronto Canada, afct exec 
Charles L. Ituinrill. Itochester N. \., acct exer 
Saiwe. radio. TV head 
Lonfc, S. K.. acct exec 

Shappe- Wilkes, V. \.. head radio. T\ dept 
W". It. Doner, Chi., acct exec 
("amphcll-Mithun. ("hi., acct excr 
Kenyon *V Kckliardl. N. V., acct exec 
Paris *V Peart, N. V., acct exec 
Puller *Vr Smith & Knss, ("hi., acct exec 
Steller-Miller- Tester. L. A., radio dir 
Norman It. .Moclirr (new ) . L. A., head 
Oaklei^h It. Preiieh. St. L.. media dii 
.Marcel SchulhofT. N. V., acct exec 

White, Tulsa Ok I a., radio. T\ . motion |McI tire depI head 

Ilirshon-(*arfield. N. V.. acct exec 

Henri, Ihirst *Vr McDonald. Chi., vp, ncet exec 

Paul Smith (new), N. V., head 

Hewitt, Ocihy. It en son A .Mather. N. V., radio. T\ dii 
Same. Wash., media, mdsK mcr 
Iteineke. Meyer A Kinn, ("hi., acct exec 
Fisher. Itif^as. Newark, acct exec 
Westheiiner, St. L., acct exec 

Kurmnn. l-'eiiiei'. N. V.. asst to pres, super T\ activities 

Wehner. Newark N. .1., acct exec 

Clark tV: Itickerd. Det roil , metlia dii- 

Charles L. Ituinrill. Itochester N. ^ acct exec 

Same, research, media dir 

Peillar \ Itynn. N. \., chief tiinehii>er 

L. W, Itamsey, L. A., acct exec 

WVifchlmaii, Phila., pres 

Klliott Nonas. N. V.. radio, TV dir 



Station Representation Changes 



STATION 



AFFILIATION 



NEW NATIONAL REPRESENTATIVE 



( K IS, Sherhiook ({ue. 




Dominion 


,1. A. Ilardv for Canada 


K.VKK. Wichil:) Kaiis. 




M Its 


Walker 


K( Ittl. San hieKo ( alif. 




("Its 


ttcoree P. HolliiiKhci> 


M.PO. 11. Poso lex. 




AItt 


John Itlair 


IxCl.t . \li;inii OI.I;>. 




lliilepeiiflent 


Adam J. Voiini; 


l\ L \( 1 ^ , 1,. A. 




Independent 


Kilt/. 


I\I'A( . lte:)iiniont. Pot 1 Vrthiii 


( f V. 


MltS 


Donald ( ooke 


KItON 1 \ . S. P. 




Nlt( 


Piec \. Peters 


K W r r, Wichita l olls Tc\. 




Cits 


.lohn Itlait 


W \N K, Pi. Wo\ne hid. 




cits 


Itollinfc 


W (.I.M, ((Miner III. 




.\lt( 


Walker 


W S\^ . Srheneel.Mh N. ^ , 




liulependeiil 


*Adnm .1. ^ oiiiii; 


W"l III. I'rrre llrtiile Ind. 




Alt(" 


ItolliiiK 



r'.esf \M-n- lepoilcfl iiicoriectl> lost month. 



CLEAR-CHANNEL PUBLIC SERVICE IS 
^A WORLD INFLUENCE FOR 

1^ PEACE AND HUMANITY 




In it> (|iiartor-oc]iti]ry Iiist(»ry. the nidic^ 
industry lias furnisluMl iiixiiiy oxxniiplos o[ 
(listin^iiisliod fMihlic scr>ir(; in time's of 
crisis. Almost cvory eonininnity lias had 
its fl(»od, hiirrioane <>r disaster, during 
which its radio staticnis have pitched in 
wcMider fully an<l sncei'ss fully. 

WHO is prcMid Xo hax' sliar<Ml in many 
siieh epics of piildic service — is still 
pnnider^ lio>vcv<»r, of a rontinnin^ service 
we hav<; now Immmi rendering; for ovrr 
three consecutive years ; 

In Deceinher, 1913. WHO spc^tted an 
internaticnial emergen ey of hunger an<l 
poverty in Europe — hegan telling its lis- 
teners ahcnit it thre<* nights a we<'k, frcnn 
10:30 tit 10:4.)^ ou onr h»eal piihlie- 
service feature, '*The Billhoard.'' WHO 
listeners im 39 states respcnidcd imnn^li- 
at<dy, sending parc<ds to European families 



whose names wer<» supplied hy WHO. For 
three; years the response^ has continued. 
To dat<'. more than 260.000 packages from 
11 stale's have gone t(» \\ European coini- 
tries, and now {^180 pro^irams later!) the 
r<*sponse is still strong ami steaily! 

This remarkahle n'coni is pnu^f of 
WIIO^s Iisten<M*-ae<'cptance ;nid eonndence. 
hased on many years of sine<M*<» good serv- 
ice. It stands Xo reasmi that such emifi- 
<lenc<' is also conferred, in hn'ge nieasnn% 
on the prcMliicts advertis<'<l oxm' WTIO, and 
(Ml the pc(»ple wln» make theni. 

WIHI© 

+ /or Iowa PLUS + 

Des Moines . . . 50,000 Watts 

Co\, it. J. I*alnier, |*rosiflenl 

4 P. A. I^yoi, He^ideiit MoiiaKcr 
^ FREE PETEKS, INC. 
National Kr]»reMMiliilivcs 
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for profitable \ 
setting- 

I NVE STIG ATE 



WtLMlNOTON 






Represented by 

"°>"' MEEKER 

^ ASSOC 
^ JSk Mew York 



A T E S 

Chicogo 




Mr* Spon^4^r 



it. Woodruff tlisMoll 

Advertising Manager 
Handmacher-Vogel, Inc., New York 



IJald, hcav)-sct Woody Bisscll came to Handinachcr-Vogcl two 
years ago amply equipped to handle ad matters for the wonioirs 
tailored-suit firm. He came hy the equipment first at Xewcll-Eimnctt. 
then as an ad man for various textile houses, subsequently at the head 
of his own ageney for a time, and finally through ten years as 
advertising manager for Sears, Kochuck. He also furthered his 
experience via a stint as district price executive for the 01*A in the 
New York area during the war. 

Before Bissell joined Handmachcr-Vogcl, the coni})any used only 
national fashion magazines, with that policy later broadening out 
to inchidc consumer publications like the Saturday Evening Post. 
This advertising formula didn't accomplish its objective, the firm 
failing to detect any direct sales results. Six months ago I b V 
finally founti a visual medium for promoting its line of spceially-cut 
women's suits that is paying off nicely- — video. 

When the company bought spots on TV stations throughout the 
country, it increased its ad budget. It's so satisfnui with the efTec- 
tiveness of TV as an advertising medium that H-V will sponsor a 
weekly 15-minute show next Fall in New York. 1 he program will 
feature Jane Derby, H-V designer, and will combine fashion presenta- 
tions and entertainment. Inchidin*^ this show. 



Haiidmacher-Vogers 
total ad budget for 1949 is close to S 100,000, half of which goes 
for TV and radio — the latter being used in seven cities which have 
no TV stations but tlo have H-V retail outlets, riiis selective audio 
campaign is limited, the company not being too interested in broad- 
casting without sight. 

Informal, energetic, liissell still finds time, despite traveling three 
hours a day to and from his home in Northport, Long Island, to 
l)(» tiie Democratic Committeeman in Ins township (a Republican 
^Irongiiold ) , as well as the eiiairman of Xorthport's Youth Guidance^ 
("ommittec. W hen he isn't doing all that, and isn't at his New 
York desk, he's taking a swing around the company's five large, 
modern factories in rural areas of Kentucky — or else building a 
houseboat to sail the waters of Long Island Sound off Ncutiiport. 



STE1NMAN SfATlONS 
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SPONSOR 



WHAT ABOUT ADVERTISING?" 



^ny man who calls on grocers 
these days has heard the question, 
'*What about advertising?" That's 
because it's an important factor to 
the local merchant. He feels its 
force every day. As a rule he's a 
regular listener. He hears the com- 
mercials, enjoys the shows, and as 
he stands behind the cash register, 
he sees dollar and cents evidence 
that good consistent radio advertis- 
ing pays off. 

Grocers in North Dakota are no 



KSJB, $000 WafH af 600 KC, the CBS 
Of The Nation", Sfudioi in Jamafown 



exception. From actual experience 
they know what your advertising 
will do for their sales. They know 
too station KSJB will deliver a 
premium audience, create a highly 
profitable demand. 
Basically, these are 
the reasons why 
KSJB is your best 
buy in North Dakota 
... To back up these 
claims all George 
Hollingbery repre- 



sfafion covering "T/ie Top 
and Forgo, North Dakota 



sentatives now have a copy of the 
latest area survey made in seven 
key North Dakota counties. Based 
on 6,202 calls the survey shows 
KSJB ahead two to one. 



KSJB 

Station A . . 
Station B . . 
All Others. . 



— KSJB's — 

LATEST RATINGS 



Morning 
54.4 
18.0 
19.3 
8.3 



Afternoon 
46.5 
21.4 
25.5 
6,6 



Evening 
49.6 
23.5 
17.7 
9.2 



Survey taken in Stutsman, Barnes, Griggs, 
Foster, Kidder, Logan, and LaMour counties. 
North Dakota. 



KHMO 

SERVING 

HANNIBAL-QUINCY 
AND 




COUNTIES IN 



PROSPEROUS 



^ae4/f^ lAND 
lUINOIS - IOWA - MISSOURI 
NATIONAL REP. — JOHN E. PEARSON CO. 



□ICO 



1070 KC 

H N Ul i I 1 1 1 1 



lOOO WATTS «/ MITI 



See: *'Men's clothing War'* 
llSUe: 17 January 1949 

Subject: is ihe battle for the men's clothing dollar 
still going strong? Are there any pro- 
nounced trends toward increased accep- 
tance of national brand names? 

lirand consciousnes? among Itnycrs of mrir? clolliiiig i^^ j)raclically 
iiori-cxii-ltMil, according to prcliiniiiary figures released hy the lliireau 
<tf Agrieiillnral Kcorioniits. 'Hie siir\'e\. wliicli will be released in 
June, was financed under the Keseareli and Marketing Act. and is 
su]»jto>ed to lielj) dt^signers and merchandisers in the clothing busi- 
ircj^s wilh consumer preference information. Only men's business 
sliirls arc Ixmght h\ brand name, and then only IB^J of those 
snr\('\ed indicated lhe\ asked for shirts by tra.!(*nanie. Only men's 
shirts are being aggressi\ely merchandised on the air, with Arrow 
( (lluett-l*eabod\ ) on tele\ i>ion and a nund>er of other shirt firms 
in radio. Despite contimnms blaek-an(bwhitc ad\'erlising b) Palm 
IJcach suits, only reported bn)ing a snnnner suit b\' trade name. 

At the retail le\cl. the most aggressive men's clothing ad\crtiser 
currenti) is Ixohcrt Hall, which contiimes to nsc the saturation 
|(M'lnri(pic in e\er\ town in which it opens stores. In Tulsa in March 
it used time on KTl'L, KOML. and KFMJ to introduce the 69lh 
sal(*srooni of the firm. In (>incirniati. It used \V(XV and WCJ*0 to 
s[>ntlighl the mo\ ing of one of its '"lofts." The Robert Hall formula, 
based upon the original Harne\ routine of hitting the listener fr(v 
(piently uith j)ric(^-aj)])eal, >eems to Ix* the only one that is selling 
clothing al the moment. 

liarney himself has entered 1\ \Nith amionnc<Mnenl films that 
])recede the i\e\N York (Jiants games on W'IMX and the New \ ork 
Y ankees *iarnes on W^AHD. 




riif I cx.is Hangers, America's 
greatest western act, (ar many 
years stars of radit), screen anil 
stage, now are starring in their 
own television show on CHS- 
I . < ) s Angeles Times station 
KTTV each Montlay evening. 
1*liey star, too, on the CHS 
coast-to-ct)ast n etwork each 
Saturday afternoon, •i'4:}tO VS'W 

The Texas Rangers transcrip- 
tions, used on scores ofstatioiis 
from coast to coast, have 
achieved lloopcratings as high 
as 27.4. 

Atlvertisers and stations — \vc 
have a new ami even I > e 1 1 e r 
sales plan! Ask al)out it! 

ARTHUR B. CHURCH Production, 
KANSAS CITY 6, MISSOURI 



See: "Out of the beauty parlor into the home** 
Issue: March 1948. page 31 

Subject: Does Ton! still lead the home-permanent 
parade? What are its current broad- 
cast plans? 



Shifl in Toni broadcasi ad\crtising now has the firm reaching e\'ery 
segment of women rath(M- than oidy the [\ S. housewif(^ which was 
the <M'iginal ohjc(*t l\ e of most I'oni programing. Since Ton is 
roearch has disco\ ered thai milady doesn't think too nnich about 
her a|)])earanc(^ in tlu* carl) morning hours, llreahjast Cluh sj)ons()r- 
shij) has been (lroj)]»ed. It also droj)j)ed, some nnniths ago, the prcs- 
enlalion (»f This /,s Aora Drake on two networks and rmu presents 
tlu* t\j)lral daxtime beart-lnggcr only on C1!S. In this, it s following 
<'nrrent n*search findings \Nhicb indi(\ate that the pr(\'^entat ion of any 
program (ui t\No major networks docs not reach the audience which 
the airing of tu<» dilTcrenI ])rograms. e\'en though of tin* same t\])e. 
u tnild. I'oni aUo ha> (h <tj)|)ed its a.m. s])onsorshij) of Ladies He 
Seated, wilh the nn)ne> j)re\ iouslv allocated Uw this program being 
put into lelc\ ision on rhnrsdax e\('n!ngs. TV ])rogram. ubich starts 
in Ma\, will ha\ a \ontlifnl slant, but will be addressed to "'the 
)oung twenties/' rather than the teen-age group. 

Toni n<tw reacln^s tlu? uorking girl and the family woman al nights 
uilb (Iriffie Photo^t aphef\ the soaji-opcra following wilh This Is 
\ora Diahe^ the follo\N(T of an(lienre-j)artici])alion prt»grams with 
(five and Take. (JtMling into tcle\*ision has been prompted by tlu» 
thought that TV-set owners may be jnsi the \Nomcn \Nho are inter- 
est(Ml in doing sonielhing ne\N. Besides. TV ])res(Mits ihe ideal medium 
through which lo sell the clTccti\ encss (d a permanent wa\e. 
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SPONSOR 




ECONOMICAL 
COMPLETE COVERAGE 

of the 
TOP TWO MARKETS 
on the ^' 
PACIFIC COAST 



TO SELL the TOP TWO MARKETS on 

the Pacific Coast-thc biggest mar- 
kets West of C'hicago-choose KI I J 
and KFRC, key stations of the 
Mutual-Don Lee Network. 

KHJ and KFRC have over a (jiiar- 
ter of a century of exj^eriencc* in 
seHing products andservicestothe 
Pacific Coast s two major markets. 
Put them to work selling for ijou! 

TO SELL the whole big Pacific 
Coast, your best radio buy is 
Mutual-Don Lee, the onlv n(»t- 
work with a station in every oneof 
the forty-five im[)ortant markets. 

Vilicn you leant the tot two 
MAUKKTS on the Pacific Coasts con- 
centrate on the two keystations of the 
WorhFs Greatest Regional Xettvork. 



KHJ 

LOS ANGELES 



KFRC 

SAN fRANCISCO 



SotioiuiUy rt prcscntcd hij 
JOHN DLAin A: COMPANY 
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S('l(MiIn<^ ili<* hcsi for your lelevi>i(Hi opporliiiiily of developing new program ide 

(•li<Mits" coninicrcinl niess;ig(^s is nil all-iinporlunl tlirougli coiwuluilion willi llic programming c 

rr>pon.-ilMlily. ^ our \P>C Spol salesman is anx- perl> t>f AniLM'ica'ii mnnher one lelcviiiion nelwoi 

i(Mis to a>si.-l you in finding die ri^lit pro<^rajji al Tlu* ii<c of llii.^ valimhle service is anodier ii 

riiiltl time, do make vt>ur Jol) (\isier lie lias porlanl r(\ison wliy mo>l Spot tele\i>ion atlv<| 

a>MMnUI(Ml all of llic data listi^l at tli<* right on tisers e(ni>ult llieir NHC Spol salesman first, 

llie finol locnl ])rograms in television. W hether your seliedule eall> for a 20•^(M•ond - 

tion hrrak. a fivt^-minnte \v(\ithei* re])orl, a lui I 

Your iMiC Sjtot sale>nian will al>o oifcn* you the luuir mii>ienl show or a Iwodiour >)K)rls ev<^ ^ 



N B I 



represenfing ieievision stoitons: WNBT-New York • WNBQ-Chicago • KNBH-Hol y|»o* 



Television Proixidin Ciieek lAsl 



4 



t 



\f\on easier 



oii'll fiiul the programs hoi ^^lilt'(I lo your cUlmiIs' 
mhhU oil lel(*vision stations rcprcscntod I»y \HC 
^pot Sales . . . and you'll fnul the i)cst informed 
elevision repri'>entati vc in the in(histry i.-^ your 
\HC Spot ^^aleslnan. 

Ik* nation s major trh*visi(pn sIoIkpos in lha 
lotion's major markets an* repri*si*nh*d hy 



PROGRAM FORMAT 

D hiographies of tahmt 
O (h'S(Mi|»tioM of format 
n pliotographs of tah^nt 
O |)hotographs of >v[ 

AUDIENCE 

D ty|»e of aiidienci* appeal 

G ratings 

D .special siirvevs 

O r(*spons{* lo (dlcrs 

D wcekK mail count 

□ fan letters 
D adjatHMieies 

CH promotion and nuM'chandising 

COMMERCIAL 

D success stories 

O te>timonials from sponsors 

O list of eurrtMit and past sponsors 

G sponsors of atljaeeni [)r()grams 

□ competition 

D tvpes of commercials actvptcnl 

□ co.-t.^ (tal(Mit. r(*heai>aL time) 

PROGRAM ADVISORY SERVICE 

□ l{*>ted program ideas 

□ talent availahle 
O wrilius availahle 

□ |)roducers and director- availahle 
Q -tudio p(Msonnel rcfpiirt^l 

□ stntli(» ecpiipuKMit rcMpiired 
O s(*t design >ugg(*stions 

Q stage pi(>p(M'ti(^s rtvpn'red 

n co-tnnit^ sugg(*^lions 

Q production co>t c-limate^ 

Q tehn'ision fdms a\ailahle 

D ((inmercial fdni ideas 

G lUni animation 




SALES 



IJEW YORK • CHICAGO • CLEVELAND • HOLLYWOOD • SAN FRANCISCO • WASHINGTON • DENVER 



/PTZ-Philadelphia • WBZ-TV-Boston • WNBK-CIeveland • WNBW-Washington • WRGB-Schenec*ady • WTVR-Richmond 



Ik universal laiigiiaie 




s<»ii;u[s llisiii £111 V <»lli<»r I'liriii iiiiisii* 



In the Madison Avenue 
ivory towers of most ad- 
vertising ageneies and in the equal- 
ly plush-lined sanctums of most of 
their clients, there is a tendency to 
regard folk nuisic and its deline- 
ators in the same light as the hu- 
bonie plague. To most hig and 
would-be big users of network 
radio, folk nuisic is hillbilly music, 
and hillbilly nuisic is played on 
jugs, washboards, and other house- 
hold ap|)liances. The general dis- 
dainful consensus makes folk music 




synon\nious with pure, unadulter- 
ated corn, and no ?elf-res])eeling 
agency on the 30lb floor of a Man- 
hattan skyscraper would think of a 
network program with appeal only 
for "peasants." 

Perhaps most folk music is corny, 
as compared to serious, light classi- 
cal, or even popular music. It can 
hardly ever be accused of being 
"smart" or "sophisticated.'' Uut ad- 
vertisers and agency men who snecr- 
ingly dismiss it as jug music with 
an a|)peal oidv for hayseeds delude 
themselves into overlooking an al- 
most universal audience. The hand- 
ful of national advertisers who use 
\Wstern-type programs knows that; 
thousands of local advertisers on 
hundreds of local stations know it. 

Around 192.> smaller stations 
throughout the country began to 
program a few local country fid- 
dlers, guitarists, ballad singers. 
Thc\ attracted a much more wide- 
spread listenership than had been 
anticipated, and it was out of these 
early beginning that highly success- 
ful "name" folk shows like Grand 
Ole Opry and National Barn Dunce 
were developed. As more folk pro- 
grams met w ith increasing accept- 
ance, the traditional ballads and 
musical st\les were rephrased and 
rc-arrangcd, with new instruments 



carrying new harmonic ideas and 
slructurc. The jug-and- washboard 
bands — if they bad e\'er been used 
professionally in any other than a 
Inirlexpie maimer — were but a drop 
in llu* expanding picture of hillbilly 
nuisic. 

The national spotlight really Ijc- 
gan to focus on country songs when 
this type of nuisic stepped into 
politics. Jimmy l)avi> became so 
popular as the result of writing You 
Are My Sunshine and other hill- 
billv tunes that be was elected to 
the governorship of Louisiana. W. 
Lee ("l'ap|)y") O'DanicI entered 
first the governor's mansion in 
Texas and later the V. S. Senate 
with a musical assist from a hillbilly 
band. Koy AcufT, Western film 
star and Grand Ole Opry regular, 
''refused" the governorship of Ten- 
nessee. All of which was labelled, 
and perhaps accurately, as freakish 
by ]>olitieal purists — but it thrust 
the whole field of folk nuisic deeper 
into the national consciousness. 

It wasn't until about three years 
ago, however, that hillbilly nuisic 
really came into its own to an ex- 
tent that indicated its ultinuUe po- 
sition on the American scene. Folk 
songs began to make best-selling 
lists regularly: new singing stars 
were created in the mountain uuisic 




Jockeys (ike Nelson King on WCKY, Cincinnafl, spin Western disks +o great audiences 



fioltl. and rcroifling ronipanirs >laile<l 
to find, soincuhal to their &urj)rii5e. 
llial in some instances folk arli^ls■ 
disks* onl?iold liiosr of po|)ular singers. 

UCA \ ielor disco\ (Ned one of its 
heaviest sellers in VaUI) Arnold, who 
in three years lias sold more than 
T.OOO.OOO record.^ \'irlors helief in 
the efniliiining popniarit) of ihe folk 
fiekl (and also this disk rirnTs fore- 
most prop(uient of it) is evidenced in 
its ircent re-signing of Arnohl to a 
seven-year eontract. I he longest terni to 
which it has e\er signed anyone ont- 
sld«* of I he s(M ions and po|) ninsi(* cate- 
gories. Also highl) significant is \'i(r- 
lor s rosier of folk and p()|> arl isis: 
^^6 hi II hilly singers curieiitly under 
rontract to the lahel. as againsi 15 
po|)ular artists and also as against l.> 
folk perfoimers three \ears ago. 

Decca liecords hrighlest \\^^stern 
slar is Erne-^t Tuhh. who earned over 
i=i|()(lf.()(M) in disk rowillies last \ear: 
'l uhl) sales were up in l9lo over 
ihe previous on less than half 

as niiin\ tun(*-. due lo ihe INMrillo re- 
cording han. ■\\4Mage single disk sale 
for Prhh liind the sain** a\ eragc aj)- 
pjie> to almost all oilier leading folk 
singcr>l is 3(I(K()()()..>()0.()00. On per- 
sonal a|)|)caranres around the coiinlr> 
Tuhh has sold, «»\ci the piist ihrrc 
\e;irs, a half-million folios of songs ho 
has recorded, iit 7o<* a song hook. 

I)e( ( a. whose shrewd merchandising 
polir\ conslimlK lias its finifci on the 
l)idsc of tli<' rc< Old - having juihlic. 
elairn^ that \ et \ nian\ people who 
nt \rr houghl a hilllnlly platlcr hefore 
arc Inning them now. It reporls lliat 
milil la-l >e\eral \cars folk-disk 



sales had heeii steady hut small: now 
the) rejnesent around 20^ c of the coni- 
pan\ s total sales of poj)ular and classi- 
cal, jii/,/ and race records and alhmns. 

Colnnihia lieeords, having made the 
discoNcry that a good hrllhUly disk 
Compares favorahly in sales w ith a good 
j>op pressing and almost invariahly 
lasts longer— is eoucent rating much 
more ])roniotion and sales attention 
on its folk field, as are Cajtilol Re«^oids 
and other leading disk manufacturers. 
The growth of the field has also en- 
ahle<l several shakily spawned (during 
the war) record houses not only to 
snnive. hut to show sushstantial 
profits, as well. King liecords is a 
notahle example <d a disk firm record- 
ing only hillbilly jjlallers and prosper- 
ing nieely therehy. 

Musie j)uhli>hing houses also reflect 
the w idesprejd prominence now en- 
joyed hy country music. Many pro- 
fessional managers who fornierK 
htdked with a jaundiced e\e on any- 
thing that savored of liillhilly corn 
would now rather pulilish a good folk 
tunc than a straight ballad. \ break- 
down of the (.-atalogne of I broadcast 
Musie. Inc., shows the nunihcr of folk 
com posit ions. 2 l-.OOO, iimning >ecoiid 
onl\' to classical nuisic with 29.r)0(K 
H.Ml's |)opnhir music catalog is a not- 
lo()-stron<^ third with I6..)()() songs 
li.'-ted. 

I' oik music lias come a long way 
from lli4^ I 7lh century when the colon- 
ists brfuighl lo \mcrica their (dd bal- 
lads and traditional Kries. Today, 
t\pical and g(Mminc folk songs are seri- 
ous in nature, an I come from the lu^art 

an<l manv of them are >tdl hcin'i 




"Grand Ole Opry" fans love Red Foley and Duke 

sung as they were 3()0 \ears ago. There 
is also the new-tyj)c, modern hillbilly 
song — -many of them using the same 
musical devices and eliehes of Tin f*an 
Mley pop numbers — that has made 
millionaires and national jiersonalities 
out of Gene Autry. Koy Rogers, Fddy 
Arnold. Roy Acufl, etc. H he rhythms 
that accompany lioedowiis and s(piaie 
dances still remain to gi\*e country- 
style music a corny rej)utation— but 
the nioderiii/ed ballads that many 
tiincii in the j)ast se\eral years ha\e 
outnumbered j)op tunes on be^t-selling 
music and record lists have attracted 
a nationwide audience. 

Yet today there are only four net- 
w*)rk jirograms presenting a ty}>e of 
niateiial and talent which has eoine of 
age in the overall field of entertain- 
ment and music. .Autry is on CBS 
Satuiday nights for Wrigley; Quaker 
Oats sponsors Koy Rogers on a Sun- 
day ahernoon ,MHS half-hour; IMiilli|is 
IN'troleuMi is the advertiser using the 
10-10:30 )).ni. AUG segment of A^fl//o/?. 
al Ham Dance Saturdays; and R. .1. 
Reynold> promotes its Prince Albert to- 
bacco on the 10:30-11 p.m. iSat.) \RG 
portion of Cram! Ole Opry. And of 
these Autry and Rogers fall more into 
I lie categor) of straight music and 
script with a WVstern background than 
into a folk-music classification. Shows 
like /eke Manners an<l .ludy Ganova 
re]>r<'sent broad comedy ratiuM' than 
n*al coiinti y-typc programs, while 
Spike Jones, for all bis use of weird 
''nrnsieaf ' instruments formerly asso- 
ciated with jug bands, is an out-and- 
out conied\ sh(tw minus any folk con- 
nection. 





Old Dominion Barn Dance" has guests lilce Gene Autry 



Wheeling was lied info Icnols when WWVA celebrated 16th Anniversary of Jamboree" 



Hill as barren of folk i>rogranis as 
is llie ueUvork piclure, jusl so lliriviiig 
is llie view al iho local'-^lalioii level. 
Oulslandiiig, of course, among liill- 
billy-iiiusic programs are llie National 
Barn Dance and Grand Ole Opry. The 
former is llie oldesl-eslablislied Ameri- 
can folk program on I he air; lliis 
iiioiilli il marks ihe 2/)lli anniversary 
of ils first hroatlcast on WLS. Chicago. 
Nearly 2,000,000 paid admissions have 
seen llie show in ihe Windy City's 
1.200-scat fclighlli Slrccl Theatre since 
1932. Vox 13 years a |>orlion of llic 
7:00-12:00 p.m. Saturday nighl pro- 
gram was sponsored by Alka-Sellzer 
on u national network. Phillips' cur- 
rent sponsorship of 30 nn'nutes of the 
show is heard on almost 100 AliC sta- 
tions in the Midwest, South, and far 
West. 

The most fundamental reason for 
the mass appeal of folk iiiiisir is per- 
haps best revealed in the story of how 
Grand Ole Opry, WSM s (Nashville. 
Ten 11.) 24-year-old nationally -known 
hillbilly program, got its name. George 
Dewey Hay, later familiar to li&tencrs 
as the Solemn Old Judge, was waiting, 
one night in 1925, for the ])rece(ling 
network program to end before going 
oil the air with his folk frolic over 
WSM, lie heard Dr. Walter Daiiirosrli, 
the distinguished conductor, explain. 
**Wliile we do not believe there ii* a 
place ill Uie classics for realism, this 
work so depicts the onrush of a loco- 
motive that I have decided to include 
it in the i)rogram of the opera and 
the elasi?ics/' 

Dr. Damrosch then signed off. and 
[Please turn to page 6i) 




When WAVE-TV opened, it featured barn dance telecast with all cowboy band trappings 




Stars on WLS "National Barn Dance" are famous to U. S. follt-music listeners 
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Time buyers and researchers ayree 
on some fundamentals 



£r ' (!nvcrii*i(» miij)s arc only ad- 

^ -» vancr si^zjiposls on llie lime- 

l)u\iii<: road. Ijlerally millions are 
>|)rnl ea(*li y(\ir on mullicolor rcprr- 
s(Milati(nis of what .stations purport to 
make a\ailalde to sponsors and a<:cn- 
(Mcs. YWcn the hot covcra'ro map, 
however, raw only he an introduc- 
tion to what should \)c hou<iht for 
an adv(^rtisei\ 

The reason wiiy is elear. As Kd 
Craney f XL stations) points out. what 
om; station delivers at s(-\'en ]).in. an- 
other is delivering an hour later in the 
ver\ sanu^ iii»mes. No eo\ (»ra<j:<* ma]) 
ean show tiiis. At the hest it will indi- 
cate '*averaj;(! ex|)e(Uan(\\ " of a pro- 
gram or announcenKMit o\er a station. 
At the worse it will in<licate the maxi- 
mum and ienc<^ attained by a hroad- 
ca*-t(T. In som(^ cnses this maximum 
is made possii)le hy a single program, 
a in»wsrast, hnrn danee. or frost warn- 
ing s(M\ir(\ While a rna]» that shows 
*';i\eiage daily andi<Miee"' is a helpful 
hn\ing in<I<'x, ordy a tiny percentage 
of any stotionV >hows r(\ich an ''aver- 
age share of amlience." Tlu! rest of a 
station s ofI(M ings reach citln^r a hlgluT- 
or lowcr-than*a\(Tag(^ andi<Mice. Tlieri^ 
are otiier great prohh^ns of coverage^ 
n.ap.s. *'l)a\time'' is nsuallv judgiMl to 
mean from () a.m. to 6 p.ni. 'I'his in- 
cludes at certain seasons of the \ear 
se\er;d early a.m. iiours wIk'u the sta- 
tion's >k\wa\'e is almost as ciliM tive as 
it is late at night. It frc(|nentlv in- 
rludes ;i numhcr of twilight liours dur- 
ing which the sky\vav(^ again is a 
factor. Musi daytime maps are hasi^l 



upon the full "daytinur* hours. This 
coverage isn't what a station realiv gets 
during a major portion of the sunlight 
hours. And it doesn't matter wiiat 
form of coverage plotting is used — 
Hooper. l>Mln mail. Conian. or milo- 
volt e()nt<mr, the early a.m. and twi- 
light iiours expand tile rest of the day- 
time service area of a station. 

ThiMC are otlu^r factors tiial are im- 
portant wluMi coverage maps arc used 
to purchase time. Primary among 
these is what WIAV. the '-Xl/' and 
many other stations elassifv as their 
''merciiandisahle area.*' La\ing down 
a good (dear signal is impoitant hut 
it's also vitally important that the sig- 
nal he laid down wiiere p(»opi<^ li\e, 
wiiere tiie merchandise advertised is 
available, and when* roads and trans- 
])ortation make it ])rorital)h* to d(diver. 
scr\ ic(», and s(dl. \ rry ft^w stations 
relate their pliysi(\il signal and tiuMr 
listening audience to their markets. 
It would (h^fmitclv iiclp time|)uv*Ms an<l 
the sales executives of sponsors were 
all station coverage* report<Ml in terms 
of *'nierchaiidisahle ar(»as."' 

1 . Mail maps would appear to 
be a logical proof of listening but 
flmebuyers are leery of most mail 
maps because they know of many 
dodges used to secure mail for this 
purpose. One station will make an 
offer and push it for weeks. News- 
]>a])er and ])oint-of-sale displays w ill 
Feature the oiler. Fre(piently e\ery 
])r()gram on the air ()\ er the station 
will make sonu* reference* to the give- 



away and mail pour> in from miles 
beyond the ii(»rmal listening area of 
the station. Thus, if mail maps do not 
indicate the type of mail offer upon 
wiiieh the map is baseil. most time- 
buyers ignore the maps. If. however, 
tiie map is based npon tiie regular 
daily mail pull of a station, and that 
station, like WNAX. Yankton. S. D.. 
is in the midst of direct-inail country, 
then a mail maj) takers on a signifK^ance 
not ])reseiit when most iiietro])olitan 
stations submit a mail-pull area study. 
Mail ma])S at tli(*ir htvt are but sub 
stitutes for actual re><'ar(*ii studies of 
a station's co\<*rage, 

2. Milovolt contour maps are 

Important, for generally they show the 
actual signal strength as checked by 
the Federal Communications Commis- 
sion in connection with a station's 
license. What makes tlu*m less than 
satisfactory is tiie fact that signal 
streiigtii <loes not indie.ite the condi- 
tions i»ver wlii( li the signal must ride 
to be iieard in tiie iioiiie. It takes one 
signal strength to be li<*ard in the wide- 
open spae<*s and still another to Ix 
strong enough to be heard o\(i tin 
maii-niadc static of the cit\. Height 
of buildings, number of <*le(*tric signs, 
str(HU*(*ar lin(*s with overli(*ad power 
lines, and hundreds of other trans- 
mitters of noise lia\(* a I>earing on how 
strong a station's signal imist be to he 
Iieard. No iiiihnolt contour map can 
show this. Tiie Mutual Broadcasting 
System's 'Mistcnahility'' formula is 
supposed to tak(* noise level, uiiuera 
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logical and other coiulilions of the 
ground through which the radio wave 
must travel, into consideration hut as 
yet MBS hasn't released any nighttime 
maps that sponsors or timehuyers can 
check to see if its form of niilovolt 
contouring really means anything. 
MBS contends that ahilily to hear is as 
vital as actual listeningj i.e., if a spon- 
sor has a top program which will draw 
an audience, his first consideration 
must be 'Van the area to which he's 
broadcasting hear his program." I hcre 
will always be inilovolt maps, hut 
they're not the answer to the need for 
ideal coverage information. 

3. "Area listening" surveys 

such as those currently made for sta- 
tions by the C. E. Hooper organization 
are good, as far as they go. Very few 
of Hooper's coverage studies for sta- 
tions show county-by-county listening 
because it increases the costs of mak- 
ing a survey, and most stations want to 



show the audiences thoy roach (dii\ 
and night) with a minimum oxpenso. 
Hooper's "area listening" surveys are 
conducted by postcard, urdike his 
lIooi)eratirigs, and City Hooperatings 
which are telephone coincidental stud- 
ies. The Hooper organization surveys 
only the counties rocjnesled by a sta- 
tion and his coverage reports are tlnis 
limited to information uncovered in 
the counties surveyed. Since Hooper 
makes certain that his sample is se- 
lected so that it is represcHtalive of the 
area he is snr\eying, his area reports 
are as accurate as a mail sur\ey can 
be for the total area covered. His 
reports generally do not indicate where 
the listeners are located in the area 
surveyed, so for the most part Hooper s 
\rra Listening" reports are limited 
in their usage. 

4. Conlan coverage maps are 

usually the results of coincidental tele- 
phone call surveys. His reports are 



generally made for smaller or rural sta- 
tions that require low-cost coverage 
and listening reports. His figures, 
most timehuyers believe, tend to show 
more listening than Hooper, HMH or 
any other Mirvey, but they are elTcc- 
tlve as indicating relative impact of a 
station in the exact area surveyed. 
Conlan coverage reports, like all spe- 
cial covcrajic surveys, nmst be read 
in the small print as well as the big. 
Without keeping in mind the area sur- 
veyed, it's possible to gather entirely 
erroneous coverage information from 
any special study, no matter who 
makes it. 

5. BMB coverage reports are 

important If only for one reason. All 
BMB studies are made on the same 
basis — all the nation's counties are 
covered. BMB fi^^ues arc now old; 
since the base for the first report was 
oncc-a-week listening, they are less 
{Please turn to pa^c 38) 
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Ipas and oil rol'iiiors liil liard via 

i»r4»a4i4*asl aiivi^rlisiii;^. wilii S4^i4M*liv4' 
iiiiii r4^;£i4Mi<ii ii4^IW4»rks |»r4^l'4M*r4Mi 



"* Oil uikI I>ioaclc;i2»l advorlis- 
lug liave \)ceu mixing liap- 
j)lly siiirc ilic lal<^ 192()'s. loday, 
lira fly ^O*^*' of llio 10.> major oil coin- 
pan ios in the count ry'i^ S7,7()o,00(),- 
000* {xHiolenm liuliijshy arc either on 
llic air at present, or arc p<Miotli<* 
users (if oire or morr forms of broad- 
cast adviM li>in<5. The moti\<r for being 
i)ri llif* air in piarlirally (*vrr rase is 
l<» s<»ll automoti\(* and consnnKM* oil 
products. \ few firms als<» use hroad- 
(•ii>liri<5 for an institutional jol». 1 > pi 
ral of snrlr shows are Metropolitan 
Opera broadcasts bv the T<*x;iS ( oin- 
panv and ihc \eie York Pliilhaniionic 
bv N**\v J4 rs(»\'s bufic Standard Oil 
(!onipan\. 1 li** sell in*; poucr of br^iad- 
<*ast ad\ertisin^' is not iie;zhM*t<Ml by 
iIhx' firms. Tbey ba<*kstop this ' win- 
dow ilrosiii'r"' witli network ra<lio, 
net\\(uk 'r\ , oi sehM*ti\e air advertis- 
ing lo <io a har<l-bllliii*r s<*lling job. 

Tbr oil Muhrsliyj for ibe rmist ]>ait. 
is well awariMif broadra^l advertising s 

*19I8 \sli(ilcs;ilt' value, ull produris. 
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ability to raise the level of brand- 
name buying in automotive gasoline 
and lubricating oil products. In 1928, 
when radio was largely an unex])lored 
advertising wilderness, about two- 
thirds oi the counliy's car <tuners were 
asking for particular brand? of gaso- 
lines. In 1919, afl(*r two decades of 
steadily-increasing oil-industry radio 
srlling, more lliau irme-lcnths of the 
ear ounms in the I . S. do llieir gaso- 
line bu\ing on a strictly braiid- 
prefer(me<» basis, often driving blocks 
out of their way lo buy their faxorite 
brand (»f gas. 

Kadio. and more recently T\ . eati- 
not. of course, claim all the ere<lit. 
HcfiiuMS use uearl) every form of 
Sparc — magazine, tra<le. outdoor, and 
diicrt-mail selling in the book. Mul 
I be over-all sbare of bnunleast adver- 
tisitig in oiMndustrv a<l budgets has 
rllinbed sleadilv. rtiilll now it is larger 
than any other single advertising 
medimn. 

Tlu* explanation for the heavy use 



of radio and TV by oil firms lies in 
the cpiestiou of who buys i>ctroleinn 
products . . . and where, A little more 
than 61^ of the domestic coiisimiption 
of all petroleum products i^ in various 
t)pes of gasoline and lubricants. Sev- 
(Mity per cent of the sales are channeled 
through service stations, who will do 
a $.'^,000,000,000 retail business this 
y<?ar. Much of ibe remaining douies- 
lic consumption of gas and oil is ac- 
counted for in sales through ''secon- 
dary outlets'* (auto dealers, repair 
shops, accessories dealers, g(*iieral 
store?, etc.). The la>l segnUMil of do- 
niestic oil and gas eonsumpti<ni is fleet, 
aviation, and in<bistrial purchases, and 
military buying. A good deal of the 
oil industry's non-automotive jirodnrts 
( ins<»ctieides, lighter fluid, etc.) and 
'*si*le-lltie" items like auto parts ami 
accessories bearitig brand naiues of oil 
firms is also sold mainly through serv- 
ice stations to ear ow ners. 

The oil industrv therefore depends 
on the likes and dislikes of individual 
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SENTATION OF "BAND OF AMERICA" REACHES MILLIONS OF LOVERS OF BAND MUSIC TO SELL CITIES SERVICE PRODUCTS AND NAME 






^ TL AUTIC. 
FOOTMU 
BROAQCaSTS 




Don't Pass tlP^vAre 




Esso Standard's "Esso Reporter" does a tightly controlled selling job Atlantic Refining's sportcasts are beamed to man behind the wheel 




Tide Water Oil's football sponsorship ties to point of sale with contest 
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Gulf uses TV to demonstrate how different Gulf oti Is from competition 
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How petroleum auto products are 
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niolori-ls for iiiosl of ils living. Tlicse 
motorists me people in all soeiety and 
income groups, eity dwellers and i nral- 
\[oi-, o\Miin*|; Lrand-ncw 1919 ears, pre- 
war tai's. and Model "1" ' Fords. It is 
l>eeanse of hroadea^l advcMtisinj^'s 
pr{)V(ni ability to reach all income and 
l)n\ing lc\els tliat air scirm<r is con- 
sidered to he siuli a powerful saK^s 
tool. 

'llie tool is needed todav, hecausc* 
oil and giis products arc again on a 
highly competitive hasis. Su|)])ly has 
exceeded demand with \irlually eveiy 
oil firm. Wartime and ])(>stuar air 
conntici ( ials hascd on a pit<:h to con- 
ceive gasoline aie just a memory. 
I hals largely I he icasoii w hy oid\" 
(»ne oil firiru \mcrican ( )il, is n>ing 
hroa dc ii>t ad\ citising at the level of 
network radio to (h) a job thai is pri- 
marily in^titnlinnal. \merican sj^on- 



8ors Carnegie Hall, a Sunday night 
classical nmsic program on AUG. Lnlil 
re(XMitly, American sponsnre<l Profes- 
sor Quiz on the same nchv(n'k, and 
sold millions of gallons of gasoline and 
oil willi his ludp. However, last July 
American's t(>]) cxeeulives realized that 
American, ah>ne of the major oil pro- 
ductMs. had a sales demand that was 
higher than the rate of production. 
Not wanting lo drop onl of radio, 
y\nierican switched lo its present show, 
which has a gieatly leduc^cd sales im- 
pa(U hut nnich more oi the ''red-ear))et- 
and-plnsh" air ahoul it. American's 
ad hudgel 250.000) would not he 
enough to eovei an additional show 
designed ))rimai*ily lo ho{)st ihe sales 
enne, so ihe firm may reverse its 
staiul in the near future as production 
(*\ce(Mls (h^mand. 

( jties Servi<'e, one of the few firms 



with ^'national ' distribution, tries lo 
straddle the fence between institutional 
adv(Mlising and direct selling with 
Hand of America, For more than 20 
years. Cities Service sponsored the in- 
stitutional Ilighuays of Melody on 
\HC. Last year, after ratings had de- 
clined, and many of (Cities Service's 
I LOOO dealers had asked for a show 
diat would help ihem sell, the oil 
firm changed to Band of America. The 
new show, which accounts for most of 
Cities Service's §2.000,000 ad budget, 
i^ believed by th(^ firm to have a tre- 
mendous following among the many 
mill ions of AmtM'iean m(Mi (and 
women) who at one lime or another 
played in college, high school, niili- 
lary. or even Vohinlcer Firemen's 
bands. 1 he pn)gi'am is widely pro- 
moted to ("ili*\s Ser\ ice dealers, who 
(Please turn lo page 15) 
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PART TWO 

OF A SERIES 



The secret 

life of a 
soap 

opera 



"Against the Storm" a serldl on Mutual, is a Peabody award winner among soap operas 



WoiiK^ii lisli^ii h»r two 

iM^jis4»iis: i^iijiiyiiK^iil jiiicl 



Pioneer advertisers like 
General Mills, Quaker Oals, 
and others, wlio look llie i)lunge into 
daytime serials in llie early '30s, 
weren't concerned with why the serials 
stirred lionsewifely emotions, or 
whether the ([irality and (juanlily of 
these emotions had anything to do with 
how well the connncrciaU worked. 

Those (jueslions came later, along 
with research that showed there was 
a definite connection between emo- 
tional response and sales effect r\Tness. 
The main question originally was: 
"Will they listen to daytime serials?" 

Y^lien HIackett-Saniplo-llunmicrt pro- 
posed a strip called Mary and Bob, 
General Mills agreed to have it tran- 
scribed and tes^ted in botJi day and 



night periods in several cities to see 
what would happen. The show jiullcd 
well. It was eventually assigned the 
duty of charming da} time listeners 
under the new title of Betty and Bob. 
The agency changed "Mary" to "Hetty*' 
when somebod) remembered that True 
Story magazine had featured a pair 
of characters called Mary and liob. 

Among the Chicago experimenters 
who were finding new appeals to cap- 
lure feminine ears in the daytime, were 
men now identified with other aspects 
of radio. There was Clinton S. Ferris, 
now a v.p. of Ted liates. luc. Xew 
York, then a HIackett-Samplc-lhnmnert 
accou nt cxccut i \ e for General Mills, 
who helped nurture Betty and Bob. \\\- 
other was Edward Aleshtre, who helped 



develo]) the original Ma Perkins at 
WiAV, Cincinnati. He went to Chicago 
and became head of the H-S-II radio 
department, where be helped de\*ise 
tricks that made the new program- 
form a sure-fire audience-getter. He is 
now radio director and copy chief of 
Harrv B. Cohen yVdverllsing, New 
York'. 

Associated with Ale.-bire was Larry 
Milligan, a B-S-H account executi\ e 
for Oxydol, who also contributed lov- 
ing guidance to ibe fledgling Ma Per- 
Lins^ written in those da\ s by Bob 
Vndrews. a Chicago Daily \ens re- 
porter and editor of its Midweek maga- 
zine, and later by Frank Dabm. Oabm. 
a Chicago Tribune man, wrote IJttle 
Orphan tnnie for nian\ years. \n- 
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Pstfi'holoifival svquvttvi* oS \liV strips 



Patience's proftfS are explained to day- *Round the corner there's contentment U the Glamour glitters, and alt of those who seek 
time listeners in "Pepper Young's Family" siren song of radio program "Right to Happiness" it find many great problems, says "Backstage Wife" 




Mother sacrifice has its own payments Womon the manager and puller of strings Two kinds of love and love of your family 
)S the age-old appeal of "Stella Dallas" is the escape in "Lorenzo Jones" daily radio tale have many recompenses, says "Young Widder Brown" 



t^sifvholoigival SV4/9BVM9VV oS VHS strips 

T 




Maturity's romance is vividly reflected for Money isn't everything ts assurance "Our Woman is superior is the tug at feminine 

«ll who fear that it is lost in "Helen Trent" Gal Sunday" tries to give its listening audience dialers' unconscious In "Big Sister" radio program 



(Innvs, w lio had oiic(* won a Uoyal 
Tx |)o\\ l iter sponsored speed typing 
rhanipionsliip, eould plot a story faster 
llian he eonid type. lie niaintaiiu'd a 
paee of more than lOO.OOO words a 
week for many years. This inehided 

I at least five serial seripts a day until 
he (piil in VM2 and went to Holly- 
wood to write movies. His reason for 
(juitting: 'M just got tired." 

In so far as the re(U)rd reveals, the 
' ininuMliate specific ancestor of the 

serial drama was not a diah)gued 
play at all. l>nt a serialized novel, The 
Stolen UushantL This was typical soap 
o|>era material. It was written by Boh 
Andrews, and read in daily install- 
ments by David Owen, who later pro- 
duced and directed Betty and Hob, 

Owen changed his voice to indicate 
the various characters. The appeal 
zoomed toward the last when Andrews 
wrote the final chapters in dialogue 
which was handled by several actors. 
This experiment, conceived by Frank 
Ilunnnert, and sponsored on 
by Quaker Oats, prepared the way for 
serials as they are today by proving 
that women would listen to dialogued 
stories. Owen became supervisor of 
daytime radio for l)ancer*Fil/gerald- 
Sample in New York. 

There is a school of thought which 
holds that the two people who were 
' destined to become the most important 

I producers of daytime serials in the 

business were only responding decis- 
ively to certain imperious drives from 
tlie realm of the Freudian "uncon- 
scious." If this is so, the history of 
soap opera has much for which to 
\ thank the "unconscious'' of Frank and 

' Anne llunnnert. And, according to 

I critics, much for which to blame it. 

I The Humnierts had well-defined 



ideas of why women listen(Ml to llicir 
serials. The\ consider the information 
a trade secret, and have nev(T given, 
for publication, any coniprelicnsix e ex- 
position of their ideas. 

llunnnert had been a reporter be- 
fore becoming an advertising copy 
writer, lie ev(;ntnally headed tlu* copy 
stalT of Lord & Thomas in New ^ ork. 
Most of the early writ(n*s of da\time 
serials had either dealt closely with 
people, as had Irna IMiillips, a school 
teacher, or had successfull\- w ritten 
magazine and other iiction, as had 
Klainc (>arrington and Molly lierg. 

When Hlaekett & Sample in Chicago 
wanted a top-flight idea man for their 
team, they hired Hninmert in 1927 
and added his name to the firm name, 
though he was never a partner. Iluui- 
inert s assistant, Mrs. Anne Ashenhurst, 
hati been a reporter, and soon showed 
an easy knack of making up story 
lines and writing listen ai)le dialogue. 
They were married in 1935. 

It has been the attitude of nearly 
all creative people through the ages 
(excepting writers who were also lit- 
erary criti(*s) that if you can know 
what people want to see. read, hear, 
etc., it doesn't matter why. 

This has worked out very well for 
the artist. A writer, for example, 
through his characters and their action 
unconsciously expresses certain of his 
own psychological needs and desires. 
This fact, according to psychological 
theory, is inherent and automatic in 
waiting a story, regardless of what the 
conscious purpose of the writer mav 
he. 

But the listener to a soap opera may 
respond in many ways to the story. 
On the conscious level she may think 
she likes it because it's entertaining. 



tine to life. lnMan>c >\\c learns some- 
thing, etc. On Ic^s ron>( i(iu»^ ph\cho- 
logical levels, houcx er. no listener is 
able to (^xplain \\h\ Aw W^Xvw^. It 
is jn^t these reasons foi- listening, un- 
explainablc by the lihtener. that are 
\ital to the ad\(Mti>er. They open the 
door to in(Tea>ing the j)rogram s im- 
pact and nuiking the program itself do 
more for the C(nnmercial. 

It is the unet>iisci<ms ps\ chological 
appeal of the serial drama that largely 
determines the nature of its basic 
theme. Oi, looking at it from the 
lislcn(M*'s standpoint, it is her psycho- 
logical needs and desires that det(U*- 
mine how strong an appeal a given 
theme has for her. 

It is true, as Orin Tovrov (who 
now writes Ma Perkins) has observed,, 
that n»ost people sufTer more or less 
from loneline>s and lack of loxe. It's 
also well known that "little* people, 
people "unsuccessfuF' from the sland- 
j)oint of wM)rldly position and power, 
find a x^iearious satisfaction, an escape, 
through the "success stories" (soap 
opera plots) of "unsuccessful people" 
(most listeners), fbis is one of the 
ideas back of all Hummert serials. 

Hut to determine more accurately 
why women listen to daytime serials 
re(|uires knowledge of certain psycho- 
logical characteristics of the listeners. 
Drs. \V. Lloyd Warner and William 
F. Henry of the University of (Chi- 
cago's Committee on Human Develo])- 
ment have provided some interesting 
and useful answers in their mono- 
graph. The Radio Day Time Serial: 
A Symbolic: Analysis, 

This stndv was primarily ((meerned 
with a sample of listeners falling into 
what was designated as the (Connnon 
(Please turn to pa^^e 62) 






Siligiii' Sam 

the man behind over 200 Successful sales curves 

For tlio 8|M»ii^or iutcroHted in sales^ Siiigiii^ Sam |)r<>t«eiit8 a uiii({iio 
(»|»|M»rt unity. For iicvrr in radi^/s history has tlierc hooii a personality 
likt* Sam . . . nevrr Ijcforo a program series with siieli an (»iitAtaii<]iii<; 
reeoril <»f major sales siieeew«es iiii]»roken hy a sinjjh' failiir<". 
These are strong statements tliat earry treniemlous weight with 
pr(»s|ieetive program purehasers ... if siipptirted hy faets. Ami 
faets we liave in aluuKhniee . . . Iiigh Hoopers, congratulatory letters. 
cxpr,»s8ions of real appreciation hy a<lvertisers tliemselves, actual 
hefnre an<l after stories hacke<l with the concrete figures. 
Thia 1 5-miuute trauscrihc<l program s*eries is the show 
you nce<l to produce results. Write, wire, or telephone 
TSl for full details. Despite Singin' Sam's tremendous 
popidarity and pnIK tlie show is reasonahly priced. 
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TRANSCRIPTION SALES, INC., ^Sf^o 

Telephone 2-4974^ 

New York — 47 West 56th St., Co. E-l£<4 Chicago— 612 N. Michigan Ave., Superior 7-3C53 

Hollywood — 6381 Hollywood Blvd., Hollywood 9-5S00 
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WOR'S JOHN GAMBLING EXPLAINS TO RETAIL GROCER HOW HE'S HELPING TO PUSH USE OF HUDSON PAPER NAPKINS 



How to $eH a napkin 



4|iii«^lly llii«ls«»ii 
li;is its r;i«li«» l«» iii;ik«^ |i;i|icr 

ii;i|ikiiis ;i li«»iis«^li«»l«l ii«^«*«^ssil y 



Im*! picnics and w wu'io 
roasls tli(»y \v( ro O.K. l?iiL 
a ff*\\ \pars a*»o. ilu* liosless 
who IroUctl onl i)a|H»r napkins f«H \\ct 
dinner <(npsls was almost suir lo !»<» 
*:recl<Ml w illi 11 fled e\ el) rows. 'I'lic 
1 hid>on l*nlp and I'apor Co.. a rda- 
>nKdl Ww ^ ork paper frrin, was 
well iiware of the plaeo lliat their paper 
napkins, or an\ hody else's for lUal 
mailer. li<'ld in llr<* social seale. The 
hasir livin^z halnl for pjfMieialions ha<l 
lieeii to n><r fahrie napkins of linen tn 
<(tllon for <*\<w\lhin^ from end>ass) 



])an(picls lo kilehen snacks. l*apcr 
napkins had ihclr place . . . wrapped 
around a sandwich or on the counter 
<»f a highway diner. 

The pi'ohhvn facing ihe llndson firm 
and ils newly-aecpiiKMl ad\ erlit^ing 
n«;^<Mi( V. I)nan(» Jones (-o.. in 1913 was 
Iwo-fold. Kirsl. the hnmhle paper nap- 
kin ireeded "dressing up. ' Paper nap- 
kins iKH'ded "cla>s app(*al."' and per- 
haps a (hisli of glamor. The buying 
pulilie had lo be <'dneatrd throngb 
broa<lcasl advertising, said lli<' ag(Miev 

to the fat t ibal mo<l(M ii paper nap- 



kins (^ould grace ihe besl of lables. 
Aft<M' all. reasoned (dienl and agency, 
the educalional job bad l>een done b<*- 
fore with facial lissnes. Internalional 
(!ellneotton rrndu<is had inlroduced 
their facial Tissues ( Kleenex) inlo a 
HKukct (loniinal<Ml by fabric bandker- 
clii<*f>. Kleenex had been promoted so 
w<dl lhal 90*"^ of ihe women in Amer- 
ica were buying facial lissues. and 
seven onl of len ii>f liiosc sales were 
packages of Klcen<*x. Maybe, figuicd 
llndson. it coul<l Ix^ <lonc wilb pap(M 
napkins. 
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Fioforc doing aiiylliing else, llio iikt- 
chandisiiig situation of Fludsoirs 
hraiul of |)ai)er napkins had to be 
cluiTijird. 'Hie braiwl was lelativoly olt- 
scurc. I) Jiving received oid) minor ad- 
T'rrtiiitit^ sui)i)orl in the past. Sales 
id tin: produet ^\e^^ made largciv to 
hotels and restaurants and tlie ttai»ie 
''Hudson i*ai)cr Xai)kins'' meant little, 
if anytliing, to the average liomtMuaker. 
The client-agency prohleni thett, was 
to raise the visibility of the Hudson 
brand name on paper napkins, and at 
the same lime do a consumer promo- 
tion job. 

Hudson decided to promote primar- 
ily the paptT napkins, rather than 
Hudson facial or toilet tissues, or any 
of the other paj)er products in the 
Hudson consumer line. Sin<*e paper 
napkins were being largely neglected 
when it came to aggressive merchan- 
dising the field was clear for one firm 
to beconie the sales leader. Too, in- 
dustry leaders, like Scott Paper, placed 
most of their selling emphasis on toil<»t 
and facial tissues, and on paper towels. 

Hudson bad been h(dding its own 
well in the competitive paper-prodncts 
field for many years. The firm was 
an outgrowth of a paper business 
started in 1896 by Abraham Mazer, 
now hoard chairman of Hudson. The 
products bad been promoted for years, 
beginning with industrial advertising 
for lludsons gummed tape in 1929 
and some minor consumer advertising 
for Hudson's household products that 
first appeare<l around 1910. The in- 
dustrial paper products (they account 
for nearly half of Hudson's net sales) 
were sold and distributed nationally, 
and Hudson's reputation as a maker of 
an ex<Mdlent grade of kraft paper, paper 
wrappings, gummed tape, and so forth, 
was very good. The consumer prod- 
ucts — towels, tissues, napkins, wrap- 
pings, etc. — were being sold and dis- 
tributed in New Kngland and Middhi 
Atlantic states as far south as Virginia, 
and as far West (although distributron 
was very spotty) as (^liit^ago. 

By 191^5, after the Duane J(»nes 
agencv had had the account for two 
years, lluflson's total net sales for that 
year were expected to top $6,37(M>()0. 
and net income was due to be more 
than S:^MU)()(). This was a slight in- 
crease over the 1913 net sales figure 
of S6,()00,(KK) and lower than the 19-13 
net in<M)me of S3.^(),()0(i. It was about 
time, the agency told Hudson, t(» apply 
test<'d inc^rcbandising formulas to tin* 
Hudson paper napkins. 
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Publicizing its radio progrdms to retailers is part of Hudson's printed advertising 




Premiums offered over air four times a year. They're stressed on Hudson Napkin boies. too 
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GREGOR ZIEMER, 
NEWS COMMENTATOR 

Educator, Foreign Correspondent, World Traveler, 
Lecturer; Author of ''Education for Death" which was 
made into motion pictures ''Hitler's Children" and 
''Education for Death." 

Dr. Ziemer has talked with people in 42 different 
countries and has been an educator on three 
continents. He knows what he is talking about — 
and the people in this area listen! 
For available time contact Radio Sales or WRVA. 



/liclufuutd Si Na^dk, Va. 



WRTA 



About 

DR. ZIEMER 



/// 

AUTHOR: 

"Two Thousand and Ten Days 
of Hitier," "Education for Death," 
made into two motion pictures, 
translated into 12 languages. 

/// 

CONTRIBUTOR: 

Saturday Evening Post, Reader's 
Digest, Town and Country, Colher's, 
Mademoiselle, Liberty, American 
Mercury, Look, Public Opinion 
Quarterly; Numerous Newspapers. 

/// 

RADIO SPEAKER: 

Over 1,000 successive radio pro- 
grams on WLW. Appeared as Mod- 
erator and Speaker on America's 
Town Meeting. Substituted for H. 
V. Kaltenborn on N.B.C Broadcast 
over B.B.C, Radio Luxembourg, 
CH S. and 25 other stations. 

fif 



LECTURER: 

Lectured at Town Hall. N. Y., 
and most important platforms from 
coast to coast. Series of 73 lectures 
in England, numberless lectures 
across Europe and Orient. 

iii 

WHO'S WHO IN AMERICA: 

"Zicmcr, Grcgot (Ze'mci) educator, autlior; b. 
Columbia, Mich., May 24. 1S99; s. Rev. Robert 
and Adcll Von Rohr (Grabau) Z.B.A., U. of 111.; 
M.A., U. of Minn.; Fh.D., U. of Berlin; m. Edna 
M. Wilson, May 29, 1926; 1 dauRhtcr, Patsy. Mem. 
staff Park Region Junior Coll., Iiead journalism 
dept.; supervisor of schls. Philippine Islands, 
1926-28; foundei. Am. Colony Sch., Herlin, 1928; 
Berlin corr.. New York Herald, London Daily 
Mail, Chicago Tribune; Icciuier, radio news- 
caster, (VTLW, Cincinnati) in U. S. since Berlin 
Sch. closed by wat; joined spl. war agency, June 
1914, overseas with SlIAEF setvcd as It. coIone^ 
4th Armored Div. 5rd Army, 191^; mil. govt, 
work in Bavaria with SUAEF to help organize 
newspapers in Germany. 1916-1918 Educational 
Director Tov^n Hall, N. V Mem. American 
Legion, Overseas Press Club, Arna (Association 
Radio News Analysts), Cuvier Press Club, Tau 
Kappa Alph,». Kappa Delta Pi, Beta Sigma Psi. 
Author, (with daughter Patsy) Two Thousand 
and Ten Days ol Uitk-r: liducation for Oeath; 
The Makmg of a Nazi, 19U. Should Hitler s 
Children Live, 19)6. (Motion Pictures) Hitlet's 
Ciiildren; liducation for Death. Contbt. to mags. 
Lecturer on Re education of Germany. 
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llu(U<»ii came to ratli** fiv>i in tin* 
lioston market, as a trial run in 19 I."). 
The agency, after testing e()[)y themes 
(via selective announeenicnts I and 
preliminary premium pull in Kostoii, 
switehed from straight announcement 
hroadeasting to programing, and was 
ready to tackle the whcelhorse of the 
Hudson selling opcraiion . . . New 
York. 

Hudson napkins are bought primar- 
ily hy women, so the program had to 
have a high feminiue factor in its 
audience composition. The straight, 
"reason-why" copy used was aimed at 
w*onien, and emphasis was divifled he- 
twecn plugging the idea of paper nap- 
kins (tn the dinner tahle and stressing 
the ([uality, appearance, and dispos- 
ahility of the Hudson brand in par- 
ticular. 

Hudson's first real program pur- 
chase was newscaster Henry Oladstonc 
on Xew* York's WOR. Since the pro- 
gram ran on a daily l()-l():3() a.m. 
hasis and had a preponderance of 
women in its audience, it was a good 
l)uy for Hudson. Like Peter Paul 
Candy. Hudson bought onl\ a thrice- 
weekly portion of the program, in or- 
der to reach 90*^ r of the average 
weekly audience (the daily turnover in 
rcgularly-sebcdulcd newscasts is onlv 
10^6 ) at 5()T< of the regular weckl\ 
costs for the whole Monday-Saturday 
strip. 

Since Hudson's initial use of radio, 
the air-selling has been on a straight 
basis for 40 weeks of the year. The 
remaining 12 weeks (actually the last 
three weeks of every 13-week cycle) 
are devoted to a self-li(piidating pre- 
mium campaign. The agency has found 
that the premium cost-per-in(iniry is 
the cheapest form of forced-sampling 
of a full-sized package that can be ob- 
tained, usually running around lo^ 
per return in selective broadcasting. 
This makes it considerably cheaper to 
reach ncw^ users for a packaged prod- 
uct by using broadcast sampling meth- 
ods than by using other media. (Other 
average costs: magazines — SI :17; 
newspapers — 22^ to 36^). It is far 
cheaper than free sampling on a door- 
to-door basis (cither through the use 
of products or by couponing). The 
premiums that Hudson and most of 
the other premium-using clients at 
Duane Jones use usually cost the 
housewife 25^ and a boxtop. and run 
to such things as jewelry, kitchen 
gadgets, knives, house wears and so 
forth. 

The premiums on the Cladstone 



show*, and on the other Hudson radio 
operations in the l\ast, pull(*d well 
from the start. Out of every 10.000 
pretntnm returns that Hudson gets, the 
paper firm and the agcitey figure that 
.5,000 are from people sampling the 
product for the first time. Of this 
."i.OOO group, half will stay on as loyal 
product users, and the other half will 
drift back to being nicmbers of the 
""floating' market, that is generally 
estimated to be around 30*^? f)f the 
total market for packaged products. 

l>y 1916, Hudson's radio had been 
extended to most of the principal mar- 
kets in its distribution area along the 



Kasterii Seaboard. The programing 
axis still rcv(dved around newsca>t> 
(unlike IVter Paul, the countrxV lead- 
ing user of newseasls on a >cleeti\e 
l)a>is, Hudson had their newsca>tcrs 
doing the Hudson eoniniercials from 
the beginning in>tead of hiring a sepa- 
rate ainiounccr). Hut in 1916, Hudson 
made a basic change in their program- 
ing approach. They switched to a 
transcribed soap opera. Autit .l/rtry, 
that bad done a successful job on the 
\Wst Coast for another advertiser. The 
Duatie Jones organization feels that 
serial dramas arc among the most ef- 
fective vehicles in broadcast inj?. 



SURE, 



some ChicaTO stations 

can be heard in South Bend 
. . . hut the audience 

LISTENS 

to WSBT! 



There's a whale of a hip diff«"n'nc:e helwccn 
"rearhiiip'' a markrt and covering; it I Soiiu; 
Chicago .*;tiitions ?on(l a .-iipnal iiit(» Souih 
Hemi l>iit the andioiiec listens to \\ SltT. No 
ollior station — Cliicago, l<M'al, or rlsewlierc — 
even conins cltjsc in Share of Amlioncr. 
Iloopt^r pro\rs it. 



m 




1 


SOUTH B EKD 



SOOO WATTS • 960 KC • CBS 



PAUL H. RAYMER COMPANY • NATIONAL REPRESENTATIVE 
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The Iraii^^eribcd soap opera ran for 
a 52-\\cek period fusing a fivc-linies- 
wcckly siliedule) in five Eastern mar- 
kets; during 19 16. In the remaining 
nunkets Hudson contiimed to use 
newscasts, ainiounrcmeiits. an*! some 
newspaper space. Wliilc Aunt Mary 
was on the air for Hudson, it never 
achieved a high rating, one tiling tliat 
maile Hudson a little leery of the show. 
Also, it was difficult to promote to 
grocers in the East who slocked the 
Hudson line. Although the cop) was 
aimed entirely at selling the paper 
napkins as a spearhead of the line 
(the other products are pictured on 



the box, with the box itself acting as 
a sort of salesman), the grocers 
couldn't get excited over a show that 
wasn't too well known, that didn't have 
a high rating, and which was on the 
air at an hour when few of tliem eould 
bear it (around noon). 

When the time came for Hudson 
to renew the contracts, the paper firm 
was busily considering the construc- 
tion of a new paper mill in Morida, 
and wondering how to raise the money. 
A stock issue and an issue of $3,000,- 
000 worth of debentures raised cpiiek 
ea]>ital, hut Hudson was in a position 
{Please hint to page 4^i) 



SOUTHWEST VIRGINIA'S PiOH^e/l RADIO STATION 





We're not resting on our service re- 
cord of twenty-five years. We ably 
complement our CBS schedule 
with shows built to the needs of 
our region; that includes one of 
the top news depart- 
ments in Virginia. 
We're strong on pro- 
motion, too. So, for 
your share of the 
near billion our lis- 
teners spend each 
year — contact Free 
& Peters! 



UsiiifJi tiitul llMll 4Uirvra}ii* and Sales MaitafHaiuenrs 
iiiaiLvt ji^iurvs^ W^Dltys arva rvprvsvnts *i^.7tV\ of 
\ ir^hiia's (ami 7 JH)^ i nf M V,s7 rir^iitia\s) lalal huying 



COVERAGE MAPS 

(Contimied from page 2;>) 

than satisfactory. Future HMH figures 
will present data for 1-2 limes a week 
listening, 3-5 time^ a week dialings 
and 6-7 times a week audience. The 
reason why this information has been 
added to the once-a-week listening fig- 
ure is in order to show the relative 
impact of a station on a day-by-day 
instead of weekly basis. A Grand Ole 
Opry (\V5M) or a National Bant 
Dance (WLS) can extend the listen- 
ing of a station far beyond its regular 
liny-by-day audience. This listening 
extends the regular station's coverage 
when the base is once-a-week dialing. 
V sponsor u>ing a IJMH map for any 
station that has an outstnnding pro- 
gram which is not duplicated in its 
entiret) by any other station will ex- 
pect regular coverage for that station 
far beyond its hour-by-hour audience. 
This of eour>e can also be true of an 
outstanding daily program, like the 
Richfield Reporter on the West Coast 
which is a traditittn in main families 
aiul which is tuned regardless of how 
far away the station is over which it s 
broadcast. 

\ BMH da) time map is al^o heir 
to the disease which records as daytime 
listening the dialing l)efore c> aan. and 
during the twilight hours when a sky- 
wave puHihes a station's signal way be- 
yoiul its normal daytime elTective 
listening area. This has cju<;ed HMU 
plenty of trouble, since some daytime 
stations were reported as having night- 
time coverage which the) did have — in 
the suiinncrtime. 

I nder normal circumstances the 
habit of listening is steady. This gives 
some stability to a HMU report. How- 
ever, a major shift of programs such 
as recently occurretl from MiC to CBS 
will change a listening babil over 
night. When a major change like this 
lakes place any coverage survey, made 
on a listening base aiul made before 
the clnnige, is outmoded overnight. 
This underlines die major tiniebu\iug 
fa(*t made earlier in this report. A 
coverage lua]) is only a sigirpo>t oir the 
timebirying road. Once the signpost 
' is read, the need for rating figures for 
th<* hour and day becomes paramount. 

6. Merchandisable area cover- 
age maps well plotted are the clearest 
sign posts along the timebuying road. 
This is IxTause diey can and should 
show the area a station co\erfii that is 
worthwhile m(M"eliainlising. All niar- 
iPleasc turn to juige 15) 



WDRJ 

WW W0VW RdANOKE, VA 

FREE & PETERS, INC.. National IleprMntaiiv0s 



CBS • 5000 WATTS • 960 KG 

Owtfd and Opwratwd by th* 
TIMES-WORLD CORPORATION 
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WOW-LAND" FARMER! 



For ANY product you have to sell — the 
WOW-Land farmer is the best customer in 
the world! His cash farm income in 1948 
was $8,200 (average). In the aggregate this 
makes WOW-land . . . 

A $2.6 BILLION DOLLAR FARM MARKET . . . 

OR . . . nearly 10 per cent of ALL the 
1948 cash farm income in the U.S.A. 

This is not a new situation. The past ten 
years have been the biggest farm income 
years in WOW-land history. And there are 
317,000 farms in the area served by WOW 
— 32 '^i? of all farms in Iowa, Nebraska, Min- 
nesota, Kansas, Missouri and South Dakota. 
The $8,200 average cash income figure is 
conservative, because WOW-land includes 
the better-than-average farm areas in the 
states it serves. 

TWENTY-SIX YEARS OF SERVICE 



A recent rural survey gives WOW a 
34% share of audience at points 65 to 100 
miles from Omaha. It is the ONLY adver- 
tising medium that covers ALL this area. 



RADIO STATION 

WOW. 

OMAHA, NEBRASKA 
590 KC • NBC • 5090 WATTS 

fyHMf and Operator of 

KODY AT NORTH PLATTE 



John J. Gillin, Jr., President & Gen'l Mgr. 
John Blair & Co., Representatives 

IN THE RICH MISSOURI VALLEY 
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. . . jirovinp: there's no bettor way to die 
than lau^hin^' at happy Henry ^Ior<^an, back 
on his favorite ci^ar-store corner 
and putting the Indian sign on any 
straight face, tight lip, or raised eyebrow 
within earshot. 

MORGAN'S CREW 

. . . GERARD, famous for his unreconstructed 
voice; for the face that frightened 
guest-sjionsor Fred Allen into remonstrating 
**\Vhat is this? Give me a stick so I can 
beat it to death!'' 

• . . LISA KIRK, singing sensation of 
Cole Porter's **Kiss Me, Kate," and the 
accomplished music of Milton Katims and 
his orchestra. 

• • . E*ATSY KELLY, unoasy owner of the cigar 
store and hilarious hunter of men. 

THE HENRY MOr.C.AN SEIOW has everything 
—everything but a full-time sponsor 



who won't flinch when 
jack-in-the-box. 




his sales go up like a 



an J, 



CTIO 



THE HENRY MORGAN SHOW is one of the mony choice NBC productions now reody 
for low-cost sponsorship. Informotion on these new progroms is ovoiloble on request. 



Mr* Sponsor asks*** 
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3lr. SlK^riiiaii 

Two (juotioiis 
(lrs<M'V(^ t\v<» an- 
s\v(Ms : in this 
fas<\ \ cs and no. 
If a radio station 
serves a rural 
area in which 
lisl(Mn*rs are not 
rh»>(' to retail 
ontlet.^:. anil the 
station can ofT(M 
its andienee <ip|)oi tunities to buy in<M i- 
tori<tns (irodnrts not avatlahh\ for in- 
>lan<*e. in the (Mnnitry ston*. then the 
hrf)adeastf'r is perfoi niing a dc^fniilc; 
scMviee t<t his list(Miors. and should 
hy all nutans carry direct-mail ad\er- 
ti^in*r. 

(^n llie oilier hand, if \our station 
i> located in an nrhan market that is 
hifildy co!]i]><*titive. and thcrc^ an^ 
th(jusand> of rctaih^s in the area s(^ll- 
in*r all kinds of niei( handise. ihtMi iUc 
station nii^iht want to |»rt»t<!cl il> hieal 
rtMailers fioni the direct-niatl advcr- 
ti^<^rs. l»ecau>e the>e \cr\ sain(^ retail- 
ers nii^lit he prospectixe sponstns on 
\ our ()\\ n *-lalion. 

Of course, another factor thai deter- 
mines w liclher a station will accept 
diiect-mail hu'-ini's'^ is the stations 
hillin^is. If a station i"^ in the* "red, 
or ( Ut'^r to it. then the a\era;!(^ sales 
manager will grasp ftu* an\ rexenue at 
all. inch) din;! dii eel mail. Ihit a sta- 
tion with crowded ctnnmeicial sched- 
ide'- and a gencralK healtln hillin*r 



"DirtM'S-iiiail y-rlliii;; doo it oi* doo it iiol hcUui^ in 

hroiul<*asliii*:V" 



Charles Sherman 



Director of Advertising 
Doubledoy & Co., New York 



-situation will lud he inveigled into 
taking this type of account. 

1I(M(^ at WXl'^AV, w(» have made a 
careful analysis of tlu* prohlem? in- 
vohcd in hritadeast mail-order adver- 
tising, not only in the light of the his- 
tory of such advertising, hnt also from 
the viewpoint (tf onr tanTcnt expcri- 
en(M\ For the most part, we have 
fonnd mail-order a<u>unts to he tnudtle- 
some and highly transient. In \iew 
of these facts \v(* riwntly established 
a new p<di(*y which states that WiXl'LW 
will not s(dl time to advertisers whose 
only nH\'ins of distribution is by mail. 

Ikv IIkhbkkt 

/'./>., (^Ii^gc of Sales 

iri\EH\ \ew York 



When the Du- 
Ab>nt Television 
N e t w o r k em- 
bark(Ml on its ptd- 
iev of regular 
d a y t i m e l>i**>' 
graming, it had 
no grandiose no- 
tions of com- 
manding m a s s 
andi<Mu*es for the 
nnu'u ing programs. What we (M)uld 
and did promise our spcmsors was low- 
cost adxertising that would reach a 
sp(MMhe andience with high impact. 

What has n'sult<Hl for l)n^b)nt since 
we went on in the da\tiin(^ has proven 
t<t us that direct -mail advertising 
dehnileh do(*s behuig on the air— at 
least as far as we Ikm'c at Dn.MonI ai<» 
con«(Mn(Ml. Onr mail pull shows us 
that diiett-mail adxerlising is espe- 
cially rcsultful wIkmi product^ can be 
\ ic\\c( I and d(Mn(m^lrat«Ml. 

\ \v\\ instances will pro\e the point: 
When \lic(^ llmrows. who conducts a 




sewing program called the Needle 
Shop, offered \ icwers a free booklet, 
the client (American Lady Rug Com- 
pany) received an innnediate response 
of over 500 recpiests. The following 
week the sf)onsor asked that the offer 
not be ref)eated, due to his inability 
to handle the volume of re(jucsts. 

On f»ne (tf Kathi Norris' Your Tele- 
vision Shopper programs, a small sam- 
ple of Coty perfume was offered: in 
less than a week. 10.107 rcHjuests had 
l)e<Mi received. 

These results, and others, have cim- 
\ inced ns that the cond)ination of spe- 
cial interest programs and related 
products that are s(M^n and demon- 
strated makes a selling combination 
that packs the same innnediate efTcc- 
tivent^ss of a sah* countei* on the main 
iloor of a department store. 

Tom Galleky 
Director of Sales 
DuMojit, iXeiv York' 



Take a good look 
at the Sears, Roc- 
bnek catalog. 
Consider the part 
mail order has 
play(Ml in raising 
the living stand- 
ards of rural 
America. Mail 
order puts the 
(h^partnicnt store 
1 ight in the nearc>t KF1> box. In 
spite of gi>od roads, automobiles, and 
increas<Ml distribution, there are still 
many. man\ famili<^s who th) not have 
(visv access to modern rc^tail outh^ts. 

iMail order is prohtabh^ to the ad- 
veitiser, profitable to the medium, and 
is a desired service to a large segment 
of th(» public. 
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I can see no reason why legiliniale 
mail order should he reslricled lo llie 
j)rinled media. Certainly it heh)ngs on 
the air where and when il is profilahle. 

IUkkox HOWAKI) 
Husincss Manager 
WRVyl, Richmond, Fa. 



Kverylhin*! poinls 
lo the facl thai 
in the swilcli 
from radio lo 
lehn'ision. radit* 
is hein*? lhr(uil- 



^^Phpf ened with losing 
^t^/tf^Y a(U'ertisin<r 

W^^^^^^F than its audience. 

Successful mail- 
order campai<rns are a day-to-day testi- 
monial of the continued effectiveness 
of radio as an achertising medium, and 
a continual reminder to those adver- 
tisers who cannot check their day-to- 
day response that they too will he wise 
to stick with radio. 

In the long run the estahlishod mail- 
order operator and the station manage- 
ment have the same ohjectives. lie 
finds that delivering full value and giv- 
ing prompt delivery are ctpially impor- 
tant. The mail-order operator finds 
that censoring his own c<»py gives him 
a hctter-quality order and more repeat 
sales. He finds that sticking with the 
station and rotating offers gives him a 
steady volume of products, as well as 
giving the radio station steady hilling. 

It is important for the station oper- 
ator to sec that any listener who makes 
any purchase as a result of advertising 
over that station is satisfied. It is es- 
sential to the very existence of the 
mail-order advertiser that he so satis- 
fies each purchaser that ho has the 
maximmn chance of follow-up sales. 

Radio stations should watch care- 
fully for fly-hy-night and irresponsihlc 
operators of all products and services 
using their facilities. Because starting 
in the mail-order field re<piircs little 
capital or overhead, there are fly-hy- 
night operators who do not give full 
value to the customer. The radio sta- 
tion, hy hasing its acceptance of all 
products and services on the same 
principles, will autoinatically eliminate 
acceptance of such fly-hy-night mail- 
order products and ser\ ices. 

ClOCII, C. IloGE 
l*artner 

Iluhcr Iloge Sons, i\. Y. 



Ills EASY. 



IF YOU 
KNOW how! 




I 



t you thmk a slip-of-tlie-hand can be tough for a "human 
fly," you ought to sec what a si ip-of-the- accent can do for 
a salesman in the deep South ! 

In the 23 years that we've been broadcasting to our four- 
state Southern area, wx*'ve built up an incomparable radio 
Know-How for our Soudiern audience. We know wbal our 
listeners want — know when they want it — know bow they 
want it presented. We know the similarities and difTcrence 
between our rural and city audiences; better still, we know 
how to program to both. In fact, we've learned just about 
all there is to know about top-notch broadcasting in this 
section of the South — and the result is a degree of listener 
acceptance that can't be matched in this area. 

That sounds boastful, yes — but we'd certainly appreciate 
a chance to prove it to you. 



KWKH 



50,000 Watts 



SHREVEPORT 



CBS 



Texas 

mMm 

Arkansas 

Mm • 9 • 

ISSISSIppI 



The Dranham Company, Represent attires 
Hcnr)' Clay, GentrJ Minjger 
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frBB with your subscription 
to SPONSOR . . . 



83 
TV 

Results 



The only round-up of its kind. 

83 

TV results that in the past 
11 months stood head and shoul- 
ders above hundreds researched. 

83 

TV results in more than 40 
separate industry categories. 

83 

TV results you can readily 
adapt to your own advertising 
plans . . . immediately. 

A price has not been set on this 
booklet. It has been designed as 
a premium for your subscription 
to SPONSOR * ... $8 a year for 
26 Every-Other-Monday issues. 

* If you already subscribe you can get your 
copy of "83 TV RESULTS" by extending 
your subscription at this time. 



SPONSOR 

40 West 52 Street 

New York 19. N. Y. 

Snnd "83 TV RESULTS" to me as a gift 
for subscribing to SPONSOR now . . . 
only $8 a year for 26 Every-Othcr^Mon- 
day issues. 

n Remittance enclosed Bill me later 



NAPKIN SELLING 

\Contiuucd from page 38) 

where llu'\ liiul to iiiakc r\rry |)Oim\ 
count. Hn<lM)n dropped {\\c Aunt Mary 
show, and put llu* ni<MU\v into i)uiiding 
die n(*\\' piiinl. Tlii^ d<*spilc the fad 
Hull show had (h>nc well with j)r('- 
niiurn^. ihr axciage (M)>l-p(M-rcli!rn he- 
in,!! aixuil 20(*. 

11 ndsctn. iio\\c\rr. \va> in for a sur- 
prise. The first week after Aunt Mary 
was discontinued, some 2.(K)() i<*tters 
w ere r(M-(M\ (mI. askinj:; what iiad iiap- 
pened to th(* s(M*i<*s. Latter on. when the 
saifV'i fi<run^> w(Me in. the net saie> 
\v<M*e o\er ST.70().()(K) and the irel in- 
come was up to Sl().>.0()(). The >iiow 
had done its joh, even if iludson 
haihi t reahzed it. Huds4)n nia(h* pian> 
to <io hack t(» hroa(h\i>t a(h<Ttising as 
soon as the hudg:et pcninitted. 

When Iludson reacdied that point in 
niiti- 1 9 17. they <M>neentral(Hl theii 
radio elforts in \ew V<»rk with a tele- 
piioiie (piiz siiow on W'OIv, l iie >iiow 
was well-known anionp; grocers, and 
had a IngluT rating than Aunt Mary. 
its niendiandising was high and this 
was th<! primary rea>(>n why Hudson 
hought il. At the end of tiie 13-w('ek 
c\clc. Iludson ran tiie usual Duane 
jcnics prcniimn pr<Mnotioii. The e(»t- 
per-rcturn shocked iludson. It was 
GW. llnds«tn canct^iled tiie tdepiione 
(piiz, and did souk* analyzing. 

Hudson's n<^\t New ^'ork show was 
iIh* Kaic Siitiih nttontinie show on 
\\ ( )H. a iiigii-(^osl hnninine-appcai 
show^ tiiat xMMued to iia\<* great pioni- 
i>e. Vhe other radio eif(trts (lUtsidc the 
\(nv ^ ork market were resunicd. using 
new's(M>ls or annonnccments in Haiti- 
mor(\ Washington. Philadelphia, and 
IJoston. 'Hiesc campaigns pulled well, 
altlutngh the main adv(Mti>ing marked 
was still Xew ^Ork. 

hair Stnith di<l a good j<d) f<u* llud- 
-<»n. hut the cost*pcr-i (Murn (dn<^ to 
Kate ^^mithV high talent feel wa> high 
on picmium <»ihM*s. The new I* lorida 
plant added greatly to llndson s ahrl- 
it\ to iuee{ the inen^iisiug eonsuiuer de- 
mand for the prodiui, llndsons <t\(M- 
nil net sales, with the napkins acting ii> 
1 **ome-on for the r(*st of tlu* ctMisumcr 
lin(* and the industrial sales jmnping 
again with rising jiostwar piodiiclion. 
niMrlv doubled in 1*^17. and ran ahout 
si i-.OMO.i )()(). That figirrc came near 
to doidding again in 191"> (wlnm Rate 
Smith wa> .-elling for I hidson) an<l 
hit an all-tini<^ high of S2 1.7 M.OOO in 
net sah's, and SlJfJO.OOO in net lii- 
com<\ 



Wy .March, 1919, llndsons radio ef- 
fort had heen expanded until it iii- 
(dud(Ml aimouncM'ment scIuhIuIcs in four 
major X<n\ Kngland markets, pro- 
grams and announ(*ements in ?sew 
York, and newscasts in Washington, 
liallimore. and Philadelphia. An carlv- 
morning >ho\\ featuring I.eroy .MilltT 
is IxMng >p(>ir>orcd in Philadtdphia. 

Hudson de<Mded to drop the Kate 
Smith >how* on WOK, and use the 
radio niontn elsewhere in York. 
The result toda\ is a Mend in Xew 
Yoik of l)oth these newscast and an- 
no inictMncnt oj)eralions, sharing time 
with Peter Paul on a thri(*e-weekl\ 
hasis {TuTh^all using W^MUI's earl\ 
morning Charles F. McCarthy news 
show.WOITs AV///i6//\£r IFith Cainbling 
morning show, plus a moderate partici- 
pation and announcement schedule and 
an additional news(*ast (Henry Cdad- 
stone) on WOK. 

Hudson has found thai l»road(*ast 
adv(Mtising is d(»ing the joh that was 
ne<\l(Ml. Ilud>oii pa|)er napkiiw toda\ 
an* th(* fastest-selling on the market, 
and tlu* Hudson sahv-- curve is steadil) 
cliinhing. W hil<* the industry-average 
sale** for similar products is curr<Mitl\ 
in a slumj). llndstm is up. Kadio, Hud- 
son feels, has done the joh loo in (be- 
ating a (Icnuuid f<tr paper napkins 
geneiallv and tlu* market for tlicm is 
widening e\ei\ <lay. Aln^ady oversold 
in New York. Hudson is making grad- 
ual (expansion plans, and is introduc- 
ing tli(* pap<M' napkins in Cleveland. 
Buifalo, (^ineinnatti. Toledo. To4la> . 
ahout VAVi of the SlOO.OOt) Hudson 
a l\'(Mtisiiig l»u<lg<^t go(^> into hroad- 
<Mst adxertising. \ \\e remaining 2{V/< 
is in n<'wspap<*r adv(M( ising d<*sig*Mcd 
as a supphmumt to the radio selling, 
or as a hoosttM* for tlu* prcmiinii cam* 
paigrrs. 

W hen Hudson opcMis up a new mar- 
ket, tliev use. as i^M Seal (»lass Wax 
does, a li(*a\v initial n(n\spap(*r cam- 
paign t(t cttndition the <lcalers an<l joh- 
hers in the area on the pr^nliKt, and 
to gain \ isiial recognition foi tlu* pack- 
age with con^'Urncrs. Put. after 1.'^ 
\\(V'ks or so of huihling identification 
for the product, the (Miipluisis is 
changcMl t(t the , 20' r radio form- 
ula hacked 1»\ newspaper adxcitising. 
1 ludscMi intends to f(dh)U this radio 
pattern of niass-au*lien<*c programing, 
f(dlou ing it up w itli pieinium (cam- 
paigns, until the (la\ as man\ people 
Use paper napkins in their honi(*s as 
now* use pap(*r facial tissues. * ♦ * 
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COVERAGE MAPS 

(Continued from poge 38) 

kcls arc not profiUihlt* to sell. In many 
cases 30^^r of a Icrrilory may (h^livcr 
90% of the business of that area. The 
other 70% is territory thai cannot he 
ser\(^(l economically and thus is out- 
side the true merchandisahle area of 
the station. Merchandisahle area cov- 
erage maps, if adequately presented, 
show hoth the retail sales (per county 
or total area) and the population of 
the territory (*o\'ercd. These coverage 
maps thus clearly indicate how nmch 
it will cost an advertiser to reach a 
prospect. Most advertisers know what 
share of the retail dollar they (\in 
hope to snare. Having the total retail 
sales figure for a station's coverage 
area enables an advertiser to properly 
gauge his advertising costs on the basis 
of an actual sales objective. Thus a 
uierchandisahle area coverage map 
translates coverage, as far as any map 
can, in terms of what a station can 
(hdiver in sales. It does not guarantee 
complete coverage of the nierchandis- 
able area because only the actual rat- 
ing for the lime period bought can 
do that. 

The perfect blueprint for a coverage 
map includes a merchandisahle area 
contour, the retail sales figures for the 
area (preferably on a count yd)y- 
county basis) and the population of 
the area. The map should indicate the 
base upon which the coverage is de- 
lerinined, and the date on which the 
survey was made. To he truly helpful 
a daytime map should be based upon 
the hours between V> a.m. and 6 p.m. 

Coverage maps are still being sent 
timebuyers that arc drawn with a com- 
pass and have no relation to an\ sur- 
vey method. While it's true that the 
coverage of an FM or TV" transmitter 
can be approximated by a compass as 
long as the height of the transmitter 
and the power are known, even an FM 
or TV station coverage is individual 
(hie to electronic freaks about which 
not even Major Arinslrong (discoverer 
of FM) or tlic greatest TV engineers 
can be too certain. AM station cover- 
age can never be plotted with a com- 
pass. 

Standardi/ation of coverage maps 
would be of great help to all lime- 
buyers but that won't he possible until 
research has answered a great inaiiy 
(pjcstions which stand in the way of 
making any coverage map deliver the 
timcbuying answers. * * * 



GAS AND OIL 

{(^onhmtcfl from page 2li) 

reacted to it with much more cnthnsi- 
asiii tlian th(*y had shown for High- 
ways, (Cities Service, like American 
Oil, do(*s not use selective radio <tr 
T\', I ult it docs oiTer dealers co-op 
assistance (a S0-.>0 split) and advice 
in getting on the air themselves. x\lan\ 
(»f the bigger ones are on radio, and 
one Cities Service distributor (IVtrol 
(]orp. of IMiiladelphia) is on TV with 
\\c(*klv lw«)-honr-loiig boxing matches 
on WFIL-TV, JMiiladclidiia. 

American Oil and ("ities Service are 
more or less the exceptions to the 
thought that direct selling is needed in 
gas-and-oil broadcast advertising. This 
does not, by any means, rule out oil's 
use of in-titutional air advertising, 
which has always played an important 
part witii refiners, many of whom are 
still trying to live down the bad taste 
in the public's mouth caused by the 
tnist-bnsting cases the governnuMit 
lodged against them in the early years 
of the 20th century. Institutional air 
campaigns, like those of Texas. Stand- 
ard Oil, and Socony- Vacuum, lend 
consid<*rablc prestige to a firm with 
npper-ineonic buyers and with impor- 
tant dealers. 

1 bus, the Texas Comj)any, probabh 
the largest dollar-volume advertiser in 
the oil industry, with a radio budget 
of over SkOOO.OOO. feels thai ihe 
broadcasting of the Metropolitan 
Opera's productions on a network of 
nearly 1^00 stations in the V. S. and 
Canada (See: OU and the Opera. 
SPONSOH, January, 1918) brings thcni 
a large amount of good will — a public 
seiitinicnl that T(*xas sees as being 
capable of eon\crsion to profit at 
Texas' .'^6,000 dealers in the U. S. and 
6.000 dealers of the McColl-Frontenac 
Oil Co. (Texas' Canadian affiliate) . 
''CfOod will"' is not enough for 'fexas. 
It sponsors the Milton Ilerlr Shoic 
on Ar>C to do a selling job in radio 
whose direct approach complements 
the opera's institutional approach, 
fexas is also the proud owner of the 
highest-rated show on the \ isual air. 
The Texaco Star Theater (again with 
the ubi(|uilous lierlc), and t!ie inte- 
grated '\y connncrcials with the 
Texaco pitchman bring in an eye 
opening sponsor idcntificati<ni that has 
run as high as 9o.2. The two Hcrle 
shows have done woi^dcrs in upping 
'fcxaco sales, and Texas bclie\cs that 
its selling problems ha\c been largely 
solved by the combination of the in- 



>titutional opera ti(^ airings and the 
frankly diret t-selling Hcric shows. 

Of the two r<Mnamiiig major oil 
firms who market their prtxhicts (and 
air-sell them, or their firm names) on 
a near national basi>. one of tluMU, 
(Julf Oil. Uses much the same broad 
approach to air ad\(*rtising that 'fexas 
n^es. The other firm. Standard Oil Co. 

J.) has been sponsoring the highly 
institutional Veic York Philhai monir 
Symphony on 163 CHS stations to 
buihl public acceptance for the Stand- 
ard Oil name. However, the various 
Standard divisions, subsitliaries, and 
related companies w ho use broadcast 
adxertising do so on a primarily sell- 
ing approach, \'ia selective radio and 
TV, designed solely to bring in the 
business. The only exception to this 
among the Standard divi^ion^ is Stand- 
ard of California, which follows the 
IVxas formula rather closely, sponsor- 
ing 77ic Standard Hour and 77ic Stand- 
ard School Broadcast regionally on 
the WVst Coast, but balancing this 
cfTorl with a comedy show calhnl f^et 
George Do It, which carries the load 
(;f selling California Standard's line 
of automotive j)roducts. 

Gulf Oil has learned its radio and 
TV formulas the hard way. (iulf has 
been a big airtiine buyer since the 
early days of llie medium. The firm's 
radio case histories have run the 
gamut, as is true of most of the major 
oil firms, from the initial days of 
^'^ooi] nnisic" programing, llirongh the 
eia of name bands and big nighttime 
comedy shows, to its present radio-'fV 
presentation. IF e The People, The 
show at times has a faint air of public 
service about it. but gtMurrally the com- 
mercials are designed to help the 
thousands of Gulf dealers sell their 
stock. The ctnupany is also sponsoring 
a second TV show. Gulf Road Show. 

It is with the smaller oil firms, who 
distribute and market their products 
regionally, or in a few states, that 
broadcast advertising designed to sell 
ihe product, rather than the firm name, 
is used to the fullest extent. Oil firms 
have definite regional marketing prob- 
lems, and the selling done by 'fcxas 
or (^ulf at the national level can ne\(M 
be as finite (unless (Hit-ins are used) 
as that of the firm using selective 
radio or TV. For example, the busi- 
ness of plugging sea>onal oil changes 
alone, or of selling th<* profitable side- 
liiK' of iiis(Mnieides. \aries with (lifT(M- 
ent ])art? of the conntr) as Summer 
or \Vintcr sets in. At select i\ e and 
regional level-, too. (mI firms aim their 
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]>i(jjrKiniing oi x^lcMihe cnnipaigii.- at 
fiiiri) >i)(M ific <irou])>. latliri llian 
.-liooting at tlie IuckkI larg<'t an<i hop- 
in*: In «rii> and-t)ii i)U\»'is. in sliecr 
wcigiii of nunihci*. 

'lhi> a( (*<»urits niainh for the u icle 
n>e of luo jjiojri aining t>lHv tlial are 
in male appeal, naineK. spoils 
and news. i>) seieeli\ e and i egional 
u>eis. Almost the (^\eej)lion !<» 

tiiis is tile Signal Oil ilo. (d (California, 
which make^ a eompromix* uitii the 
fael tiial approxiinat(^i\ V>7y* '< of liie 
ga>-and-oil pnrehases in the eownlr\ 
ai e made hy men. .'*^i<:iial lia> 
s])onsoririg for the past two v(»ars or 
so the high-rattMl \\ hiatler on liie (a>- 
hnnhia I *aeirie i\(»tu"ork. A susptMise- 
l\pe whodunit. Whistler allraels an 
audienee that is ino>lly male, while 
l)(Mng a show that lends itself w(dl lo 
promotion to d<»alers and lo consumers. 

The priinartlv nuis<Mdinc aj)peal of 
nt^tw ork and >eleeti\ <^ sporls lies in 
l)a<'k of llicir extensive ns(\ \ear after 
\(\ir. hv such leadin«r retrlonal sports 
sponsors as Atlantic Hefining in the 
l-Iast. th(^ Standard Oil (lo. of Indiana 
in the Midwest, the Ihnuhh^ Oil (^o. 
of "^IVxas in the Southwest, and tlu^ 
'I'ide Water A^so( iali^l Oil Co. in tlit^ 
Mountain and I'acifie regions. These 



hrins niak<* a real pr<tnioti()nai held 
da\ out of their sj)orts sponsorslnj). 
Since tiiere are just a haudiul of spoits 
event> lliat connnand nati<jiijl inh'rest. 
tile i)iggest iuter<^st in sports is in i>ig 
regioutil sports e\enl>. The oil fnni> 
who are selling their product through 
sponsorship of these e\ents lia\e a pro- 
motional natural on their hands. iVw- 
iug awa) foothall maps. predi<tion 
eharls. score cards, and other sports 
promotional material at ser\'iec sta- 
tions is just on(^ way of reaj)ing th<' 
har\(\<t of this tremendous int(»resl. 
Stations are <leck(Ml out with j)osters 
and displa\s, IocmI (M)utests with a 
sports theme are handhvl hy the d(\ri- 
ers, and the results are <m ident in 
greatly increasing sales <d gas aiul 
oil. At the same lime, the sponsorshij) 
of sports eslahlislies favorahlc })ul)li(^ 
relations for the oil firm. 

Still the most widely-used form of 
regional aud seleetive air selling in 
the oil industry is uewseasting. Like 
sports, the hasic reason for tli<^ cx- 
t(Misi\e nse of news is that it is a 
program type high in a])peal to male 
listeners, althongh the ratio of male- 
female nicmlxMs of the a\(M*age oil- 
sponsored newscast does not go as high 
as the nr>-lo'"f' ratio that a<*tnallv does 



tile hu) ing (d gas-and-oil products. 

The linn that set:? the pace and is the 
most successful us.m ot newscasts is 
Ksso ."standard Oil (S<'e: Esso \ciis 
Reporter. M'ON.sou. .Mar<'h, 1917) , 
Fsso opened the wa} for the \\h<de 
held of radio news ^jionsorship in Oc- 
toher, l^S.'). when it made a deal with 
L intetl l*io* fiu' a serie- of fiNc-ininntc 
news sunnnaries that were the foun<la- 
tiou of the uow-famous Esso Reporter 
newscasts eurrenth heard on d2 sta- 
tions in the 18-statc Ksso marketing 
territory that run> from Alainc to 
Louisiana. L-so harks this up with 
]>eri()die sel(*eli\e eaiu])aigns in T\', 
sponsors legional sportscasts in Ar- 
kansas, and promotes the whole works 
so aggrcssi\ely to deah^rs thai toda\ 
it is an int(»gral })art of the marketing 
s\stem of Ksso. So well has Esso done 
this jol) that se\ eral hundred l>so 
diM^Ms are on the air with their own 
shows and announeciucnt scIkhIuIcs. a 
higher })ereentage of the total nuiuher 
of dealers, ineidentalh, than for an) 
otluM* major oil firm. 

The Ksso formula of newsea-tinjj 
has ht^cn used hv oil firms at all le\el<^ 
of hroadeasl advertising. Todav. fivt; 
major oil firms are using lu^work 
radio newscasts to t(dl their sales story. 
Seven hrms ( in addition to I'^sso s 
Esso Reporter) are using newscasts, 
in \aiving aniouui*. (ui .1 seleeti\e 
hasi^, 

\t the network le\cl. Pure Oil Co. 
sponsor-- H. V. Kaltenhorn (MWK) 
aud Kichai-d llaikiu^^ (TnTh) on 
^omv 'M) \HC stations, and supple^ 
meiits this with newscasts on a --elee- 
ti\<- hasis in two additional markets. 
The Skelh Oil Co. goes aher carlv- 
nitniiiiig audiences with AlU/s U oiUl 
\eirs Rouiuliip on 23 stations. inostK 
in the Midwest. The Sun Oil Co.. for 
vears associated with radio news spon- 
sorship (Lowell Thomas). hiUikiolN 
the nightlv T/nrr-Stat Extra on 3-1 
\IU st.rti<tn-. in Lasterii Seahoard 
cities. On the other side of the iiatioiu 
the I iiiou Oil Cm., an aggressi\e Call- 
fornij ad\( itiser. us(-s Elect irood Lair- 
ton niglith to reach Don Lee news 
.nidicnt e^. and um-. sclecti\e radio and 
1\ to M'll cv(M*\tliing from its *'Ho\al 
Tritftu'" to it^ annual lepoiL \ la 
T\ films. The Hichfield Oil Coinpam's 
\^ estcni Division ^poii^oi^ i niglith' 
new-, roundup on tlie ,\\\C raelfic \et- 
W(U-k. and has used pc^iodie aiiiiounce^ 
incnl campaign^ iu rudio. 

In seleetl\ e hroadea-'t ;id\crtisiiig. 
the l>i*:gest newscast iis(^r it* the Shell 
Oil Co.. which sponsors 1 ."i-miiinte 




STUMPED ! 



She says shcMI marry me but refuses to leave town to go on honey- 
moon. Says she won't risk missing her favorite KXOK programs. 
What'II I do? 

Anxious 

Dear Anxious: 

No reason why your bride should miss ANYTHING on her honey- 
moon. Go on your honeymoon anywhere from west-central Missouri 
to Indiana, from Iowa to Arkansas. KXOK*s powerful signal can 
reach her any hour of the day or night, even into Tennessee and 
Kentucky. Any John Blair representative will gladly help set your 
itinerary. 

KXOK, St. Louis 

630 on your diat 
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JOHN 
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BLAIR 



MAN! 



SOAPLESS 
DETERGENT 



Reminder... for a Mnmmm manufacturer: 





SPOT 

RADIO softens up hard-water 

markets fast! 

It's no secret that soapless detergents work 
best where water is hard. They sell best there, too. It's 
no secret either that Spot Radio puts advertising to 
work right where it does the most good — in this case 
where water is hard and prospects are l^lentljull 

Spot Radio sells — detergents, deep-freezes, or 
dancing lessons — because it is [yowerjul yet flexible. 
Your John Blair man knows Spot Radio . . . aud 
markets, aud merchandising. He knows how to weld 
all three together ... to build a potent, profitable 
selling force that squeezes the last penny*s-worth 
from every single advertising dollar you spend. 



STATIONS Ask him how Spot Radio 

can sell 3' r> // r p r o d u c t ! 



JOHN 
BLAIR 

t COMPANY 
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nightly news >liuus, and sornc five- and 
lO-niinulc news shows on about '10 
station^ in the liast and Midwest. 
Slaruhinl Oil of Indiana, like Ks:so 
Standard. Uses sirlcctivo nowicaiting, 
hut favors nu»tl) the 15-ininutc 
roundup (lathei than Fsso's fno- 
ininiit(» forninhi > on ><>nio 21 stations 
in tho Midwr>t and Mountain arra^. 
Socony A acuuni Oil Co. usrs 5-1(1-13- 
niinuti* uew:?cast» on 10 >tations in 
i\ow Miigland and l.la?torii niaikcUs, 
plus some weather reports, and occa- 
sionalK gce^ into network T\* for in- 
stitutional one-shots such as tlie recent 



Julius Caesar ])roduction from \\ ash- 
ington, 1). C. Continental Oil Co. use> 
newscasts on two stations, one in 
Minnesota and one in 'Nebraska. Pure 
Oil Co.. Texas Co., and iVtlantic Ke- 
fininj: use selecti\e newscastiiig on a 
limited basis to supplement their other 
broadcast activities. 

Only one regional user of broadcast 
advertising has reversed the trend in 
recent )*ears to selcetivc neus broad- 
easting. 1'lie Phillips Petroleum Co., 
formerly a sponsor of a series of 
nightly news rounihips on some 30 sta- 
tion> in the Midwest. Mountain, and 



qqS BRAMDs 



.of products in^^Z 
cidssificdtions owe 
much of their fame 
in South Texas to 
campaigns over 




' /litatAm FAMOUS 
WESTERN BRAND! 




ROUNDUP TIME m 
65 Sauth Tcxos caun* 
tics alanc recently 
thawed WOAl leod 
ing the herd bath doy 
ond night by more 
thon 2 to 1 ! 



* C, C. DABNIY. Trrdenckiburg. T* 





NBC • 50.000 WATTS - CLEAR CHANNEL ■ TON 

Reprctenled by EDWARO PCTRY & CO., INC. - Nen Y«rk, Chicap. L«f Anteles. Detroit. St. Louis, DttUt. S»a Francifca, Allanit, BotloQ 



Paeiilc regions, last month entered net- 
work radio for the first time, purcliai- 
.iig the Aational Barn Dance on an 
extensive list of AHC stations in the 
same territories, it wasn't that radio 
news wasn't doing the jol> well lor 
i'liillijis; it actually produced real re- 
>ult?. Hut I'hillijjs, w hieh docs its 
strongc.-st liusincss in the rich fanning 
eoinrnunitics in these area-, felt that a 
high-rated folk mu^ic srhow would gi»e 
it much the same aLilicn;e that it haJ 
before, pits add^d farm audiences. It 
wouhl also, Phillips felt, g.vc a moic 
uiiificd handling of the s-niple Phil- 
lips connn?rci ^.Is, as well as a good 
change of advertising pace that fitted 
Into the current expansion of Phil- 
li])>"' distrihution. 

riie o'.l industry his learned its les- 
iotis the hird way in the last two dee- 
Kit's of broadcast advertising, but it 
has learned them well. Of the various 
iiuhistry eatrgories thai comprise the 
U. S. automotive industry, the oil in- 
dustry is largely the pacesetter and 
the most aggressive advertising group 
of those that use the air media to sell 
products to the \meriean automotive 
consumer. * ♦ ♦ 
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With a Single Contract 





. p 

" ^IMISSOULA 



MERCHANDISABLE AREA 
I BONUS LISTENING AREA 
SERVING 3,835,800 PEOPLE 



PACIFIC NORTHWEST BROADCASTERS 



KXL Portland 
KXLE Ellensburg 
KX Y Spokane 



KXLK Great Falls 



KX.LL 



Missoula 



KXLJ 
KXLQ 
KXLF 



Helena 
Bozeman 



KING Seattle 



EASTERN Sales Manager 

WESTERN Soles Manager 
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Wythe Wolker 
Tracy Moore 



551 -5th Avenue, New York Cit 

6381 Hollywood Blvd., Hollywood, Calif. 
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about the traffic jam on 
State Street, March 19, when 
3000 people tried to get into 
a new store which had ad- 
vertised its opening exclu- 
sively on KDYL. 

But can we help it if so 
many people insist on listen- 
ing to this popular station? 

Television, too , , , and 
availabilities are going fast! 



Noiiono^ 'tepresentative: 
John Blair A Co. 




continued from page 2 



1949 radio and TV set sales 
will run $1,000,000,000 

Combined sale of television and radio sets in 1949 
is estimated at $1,000,000,000 by Department of 
Commerce, with approximately half in TV sales • 
Radio-set sales are being held back because high- 
priced consoles aren't selling. This is traced to 
public's worry about records requiring multi- 
speed motors and reproducing arms, 

NBC leads in Hooperatings, 
CBS in Nielsen index 

While 1949 U, S, Hooperatings list 11 NBC night- 
time programs among the "Top Twenty," the first 
Nielsen release of his new "national rating" lists 
only 4 NBC evening shows, with CBS placing 12 in 
Nielsen's "NRI Average Audience" ranking of first 
20, Once again it's war of rating systems, with 
CBS being pro-NRI and NBC pro-Hooper, 

Advertising no longer prohibited 
in new Armed Forces contracts 

Orders for military equipment and supplies need not 
be placed without thought of advertising, under 
latest renegotiation ruling. While very little 
leeway is included in pending decision regarding 
broadcast advertising, it can be figured in pro- 
duction costs if it's necessary for the supplier 
to keep his "competitive position" in his industry. 
How far advertiser can go under this decision is 
anybody's guess. 

Zenith still battling for 
consumer payment for TV movies 

Five thousand telephone subscribers were questioned 
recently in 25 cities on willingness to pay %\ to 
see a motion picture at home on their TV receivers. 
Over 80% voted "yes" and indicated that less than 
50% of 21 great pictures of past 10 years had been 
seen by respondents to survey. Survey was con- 
ducted by Zenith in order to push its phonovision. 

Brewers lead in sponsorship 
of baseball broadcasts 

In both radio and television, brewers are first 
among sponsors of both big and little league games, 
Warmup sessions have great variety of advertisers, 
with cigarettes, men's clothing, and soft drinks 
leading as SPONSOR goes to press. 



SO 



SPONSOR 



No, 2 of a series proving why 
SrONSOR is your best buy 



How're we doing 
at Y&R? 



or at Beaumoiil 
& Hohiiiaii? 

It's a safe assumption that if they're prospeets of yoi^rs 
they're readers of spoxsok. 

And what's more, a heavy pereentage are home reader 

Tiniehuyers, aeeount exeeutives, advertising managers, ana 
heads of sponsor firms enjoy si'ONSOK. They say they fin(fi 
it refreshing. They say they find it useful. That eonihination\ 
is hard to beat. 

Despite a high subscription priee (fifty eents a copy, $8 
a year) spOiXSOr's paid circulation has climbed impressively. 
Three out of every four copies (total guarantee, 8000) go to 
national and regional buyers. 

If you want first-hand evidence of SPONSOu's pinpointed 
impact ask any tiniebuyer — or your national representative. 



BEAUMONT & HOHMAN 

SUBSCRIPTIONS TO SPONSOR: 7 
Home 4 Office 3 



Executives 2 
Acc't Exec. 1 
Timebuyers 2 



Radio Dir* 1 
Others 1 



Some Beaumont & Hohman clients that subr 
scribe: Belmont Radio Corporation. Liberty 
Orchards, A. Schilling & Company. 



, You're sure lo hit home 

with sj)oiisors and agencies 

w^en you advertise in SPONSOR 



YOUNG & RUBICAM 

SUBSCRIPIIONS TO SPONSOR: 20 
Hem? 12 Office 8 



Executives 
Acc't Eirec- 
Radio Dir. 



12 

3 
2 
3 



Timebuyers 
Otiiers 



9 

3 



H^riber Amerkan Hom» F^a^f. Sarden Com- 
pany, Bfii+<^lrMyari, C^iriH-f^vAWdy, ^^imral 
£l«filrit, '^flnflral Faodt, Gulf Oil. JaKnren & 
JfihnidA, L*y«r ^rai., T^q^^i J. Lipt^n, Purily 
BabviJtf, Rath Packing^ Packard Meier Car, 




for buyers of Radio and TV advertising 




Facts don't count with a blowhard, but there is no disputing the plain fact that CBS 
advertisers win large, loyal audiences at the lowest cost in radio. Non-CBS advertisers 
can do likewise with such available CBS programs as Sing It A*gain which 

delivers each thousand families for under 15 cents per average minute. 

The Columbia Broadcasting System 




Heseman's Dog Sled Team at Ashton — 
Station WHEC In Rochester 




27 lb 



'in the spea.cul^^^ - - 
annual ^^^f' Ashton, 
Sled Derby ^^es of 
Idaho, .Heam coV" 



WHEC is Rochester's most-listened-to station and has 
been ever since Rochester has been Hooperated! 

Furthermore, Station WHEC is one of the select Hooper 
"Top Twenty"stations in the U.S! (Morn. Aft.and Eve-) 



lofeir Hooper before cfoii'ng time. 



STATION 

WHEC 
43.1 



STATION 

B 

22.6 



MORNING 

8:00-12:00 A.M. 
Mondoy through FrI. 

AFTERNOON 35.0 25.8 

12:00-6:00 P.M. 
Mondoy through Fri. 



STATION 

C 

6.1 



STATION 



STATION 



D E 

4.7 17.2 



7.1 14.7 13.7 



EVENING 

6:00-10:00 P.M. 
Sundoy through Sot. 



38.1 30.2 6.9 9.7 14.1 
JANUARY-FEBRUARY HOOPER, 1949 



STATION 

F 

5.1 

3.0 



Station 
Sroodcojts 
till Sunset 
Only 



tofeif before doting time. 



BUY WHERE THEY'RE LISTENING:- 




MEMBER GANNEH 
RADIO GROUP 



N. Y. 
5.000 WATTS 



j?epresenfofiV«s; EVERETT & tAc K\f4N£Y, New York ChUago, HOMER G R I F F I T H CO., loi Ange/«, Son Fronciiro 
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minimum cost 



i$ possible with a one-man show Kite Bob Howard's 
on CBS. Bob plays the piano, sings, and announces 



nrnrlllPtinn'c hirrh °" ^" multiple $et programs like dramat 
PIUUUUUUII 0 lllgll presentations (Phrico Theatre, Ford Theatri 



r 



If costs 



ffe^s more 




Cost |)cr thousand viewer*; 
is going steadily down 
iti TV. Costs of buying 
time atid taletil arc just as cotisislcnlly 
going u|). Wliile average lialfdioiir 
iat(»5 at the three ohlcst statiotis iti 
\('w York ha\e doubled in the ])ast 
16 months, from S<>15 on 1 January, 
1918, to Sl,650 oti 1 May, 1919, sets 
in homes in the metropolitan New York 
area ha\'c increased over six limes. 
Cost (>f»r lhonsan<l 'rV-e(|nip|)(Ml homes 
for lime f»ri a half-honr program was 
at the beginning of 1918. It's 
S2.85 as sPo.NSOK goes to press. The 
cost <){ programing has not donhhul in 
the 16 mrn)lhs. bnt the (|ualily of pro- 
grams has iiicrease*!, and it therefore 
costs more to attraet an audienee, due 
to ctnnpetititm. 

In \c»w York the* a)st of a one- 
minute selective film annonncement 
has jumped from $102 to S2H) with 
the eost per tliousand homes for an- 
nouncements dropping from S.83 tr) 



$Ar>. This is not as great a drop as in 
the case of half-hour programs, and the 
reason is sitn[>le — one-minulc cotn- 
mcrcial spots are increasing in cost. 
It's possible to |)urcbase a oiie-minnle 
fdm on WATV for as low as SlOO, 
but rates on other stations are con- 
siderably bighen 

Outside of New York a one-minute 
<'.onnnercial median figure is $50, ex- 
cluding (Chicago, where costs range 
around $70. Tlicsc costs inelude fdm 
studio, generally. The cost of making 
a one-minute film commercial runs the 
gamiU. Some cfTectivc minute movies 
have l>(*en made as low as $200 each, 
and others have run as high as $1,500. 
There is no ceiling or floor for miiuite 
fdms, or, for that matter, for any TV 
fdms. 

A great deal of interest has been 
manifest in television stati<m-brcak 
connnercial time. [{ulova has pio- 
neered in ten-second breaks for wliieh 
no station has as yet establislied a 



card rate. jMinimuni length of lime 
on regular rate cards is 20 seconds, 
and while many stations still ask the 
full miinile rale for a 20-sccond break, 
the tendency is to charge 60 to 80% 
of the minute rate. Less than otie- 
mimUe eommereials are faced with the 
normal expectancy of having another 
connnercial fdm right next to it. Sta- 
tions are operating at a loss and must 
take every opportunity to make that 
extra buck. Most agencies advise 
against less-lban-minute connnercials 
b»r this very reason. 

Minute commercials have been \ery 
productive for local-retail and national 
seh»etive advertisers. With more and 
more coaxial cable circuits being 
o[>crie(b less and less premium time is 
available for local programs on ncl- 
work-affdiated stations. As each city 
joins the cai>le chain some local agen- 
cies find that ihey have to curtail TV 
atUivities, This is especially so in the 
Midwest, since there is only one West- 
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n quiz programs like Firesforie's Amerlcdria are producflori budgef- 
ers sirice questions are dslced visually with use of actors arid sets 



tolont'c hlirh progrdms like "The Hdrtmaris" (above) arid mdriy of the 
IdlClll 0 IM5M stdr-studded telecasts being networked by NBC and CBS 



l()-Kasl cable, and sponsors fool that 
they'd like their j)ro*ir(ini3 to (>ri*j;inatt- 
ill the talent eapitals of the l^.S. 

A lialf-h<uir of premium time <ni the 
networks using a coinhination of co- 
axial cahle and kinescope recordings 
to cover the non-comiected towns 
where TV station;* are on the air runs 
around $6,500 gross. This will covei' 
generally 2o of the 31 markets n(»w 
viewing TV. The TV homes in llics(» 
areas currently exceed 1.250.000, and 
this figure increases monthly. Most 
huyers of network T\ time are pro- 
tected for a period of 12 months, with 
very few contracts extending protec- 
tion beyond that time. The reason for 
this is obvious. Time costs are based 
upon T\-e(|uipped homes. In man\ 
cases, thc\ aie set at a fignve that docs 
noi covei- operating costs of the station. 
In New York it costs a station (accord- 
ing to an unrcleased XAI> siirxeyl on 
an average of $30,000 a week to oper- 
ate even on the limited scluvlnle that 
most of them ha\e. The average sta- 
tion in the U.S. luia. an operating nut 
of S5,000, has 47 full-lime employees 
and 22 oti j)art time. None of tlicin is 
really i)i the black at the jjrcsent writ- 
ing, although several have armounccd 
that they are. They made this an- 
nouncement because they did not fig- 
ure their original installation costs m 
amortization of their initial inxest- 
ment in jnitting the stati<»n <»n the air. 
What they mean is that the\ "re not 
in the re<l on their oj)eialing expenses. 



While time costs contimie to in- 
crease at a much slower rate than the 
T\ h(»mes in the areas ^icrved. pro- 
duction costs are >till a great question 
mark. A recent surve\ <tf network 
olTerings indicates tiiat not a single 
commercial program Is being pioduct^l 
within the estimate made by the 
agency when iht* program was sold. 
This is neither the fault of the agene\ 
nor the network. It's the natural <mt- 
gi'owth of a medium that is out of 
three-cornered pants before anyone 
knows how to niolhei* it. 

Another reason for tin* increasing 
costs of production can be traced to 
the fact that talent is generally no 
longer interested in ap]>earirig in T\ 
in Older to obtain ''experience.' The 
*^'75 mitiiinutn established by the four 
nnions coxering performers in TV is 
now^ actually a minimum, tiot a uiaxi- 
nium as it was for a long time. 

In the musical field \ \ talent ratc> 
are two-thirds what they are in n<*t- 
work radio, or what thc\ woiihl be on 
an equixalcnt radio station. 

Stations and agencies have discox- 
(Med that short-changing a production 
by calling a minimum slagc-and-eam- 
cra crew doesn I \v<»rk out. \s a n^sult. 
>hows that liaxe started out as Tex- 
tron s 77(e llariinans telecast lia\e had 
practically to double their rehearsal 
time and increase their crews by one- 
third. 

While there is no ^uch thing yet 
as a smooth "first" telecast, agencies 



are trying thcii" bt\'"t to tnake the initial 
seanning of each new spoiicjorcd scries 
as professional as it can be. The re- 
sult is a very experisixc procedure, w ith 
rehearsal costs that have given adver- 
tisri's' eoinptr(»llers huge headache-^ 
t ry i ng n< »t to exceed t lici r budgets. 
There is little that can be d(»ne about 
this. Only the simplest programs can 
be done without considerable rehears- 
als, and the extra hours pa\ -off is in 
increased andiencc> and increased 
commercial impact. One iloor-eo\ er- 
ing firm has tried rec(»nll\ to cut down 
rehearsal time, with the result that its 
c<»mint'reials aren't worth the time they 
take on the air. A TV commercial 
is either smooth or it's ineffective. 

The cost of commercials on film is 
still so much higher than live com- 
mercials at present that mo^t programs 
continue to present their selling li\e. 
N'icwers are \ery conscious of inferior 
filming, and >ponsors report that they 
receixe immerons letters ever\ time a 
poorly-prodnccd film is telecast. 

One method of kccj)ing down pro- 
gram costs where the program is filmed 
is by spreading the cost of the pro- 
duiUion oxer a nmnher of airings. 
\merican robacco has bought first 
and se<;ond riju:ht> for a miml>er of 
films at fees which an* below the actual 
cost of the films because the j>rodu( ers 
feel that thc\ will be able to use the 
material with revised commercials for 
another sponsor in a few yeai> from 
{i'leasr turn to pofic 62) 
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RESPONSIBILITY IS 
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HERE IN TV FILMS 



...at Video Varieties it's Undivided 
from script to finished print 



THE most needed element In tele- 
vision film production is the respon- 
sibility of the producer. 

That's why Video Varieties puts 
such emphasis on responsibility. We 
have made sure that there Is ade- 
quate experience, enough trained 
manpower, sufficient capital, and the 
modern facilities necessary to pro- 
vide undivided responsibility for every 
detail of any film you may require, 
from script to finished print. 

That's why we have directors, 
script writers, set-designers and con- 



structors, cameramen, sound and 
studio technicians, and editors on our 
own payroll. 

That's why we own and operate 
17-year-old West Coast Sound 
Studios with its experienced man- 
power and complete facilities. 

From this background, we solicit 
your inquiry regarding any film pro- 
duction you may have In mind. Our 
executive and sales offices are at 41 
East 50th St., and our studios at 510 
West 57th St., New York. Please 
phone MUrray Hill 8-1162, write, 
wire or call in person. 



Video Varieties Corporation 



RESPONSIBILITY MEANS 
BETTER FILMS 

On Estimotes ond Schedules. . \^ V 

On Script ond Costing ,VV 

On Set Design ond Construc- 
tion , \' \' 

On Direction ond Supervision . \ \ 

On Editing ond Print Delivery. \ \ 

V \'DOUBLE CHECKS 
RESPONSIBILITY 



41 East 50th STREET • NEW YORK 22, N.Y. 



V 
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ciJSTO.>i t;iJT sTi:i:i. 



LAiMi:s* wi:ak 



SIH)NS()K: Toledo Iron & Slcrl Co. ACKNC^ : riacrd dinvi 

CAPSIM.K CASK lllSTOIO : (A)ni()aialiv**ly new lo llie field 
of TV adverlisinji, this fnm had lesidtji from its 

llire(*-linit\s-a week exeiiiii^ aiiiioniicernerils on \\>IM)-'i \ 
which has il helieviiig llial TV can sell anylhin*!;. (loni- 
pany's business in sleel strips, rods, and other ty()es c)f 
steel products, individually enstoin cut for all ()urpo*e?, 
has increased during the eurrtMit 13-\\'eek video 

series. Accordin*!; to the firm's president, lulward Aren- 
sou, the nund)er of ()hono calls and resultant sales each 
week are phenomenal. 

\VSI*1)-TV, T<de(lo, Ohio I'KOGKA.M: Annonncrineiit> 



Mirinm'- Ladies' Wi-ar \(.1AC^ : I'larrd diif-n 

CAl'Sl I.K ( ASK HI>rnK^ : 'i ids apparel shop for women 
w<Mit on \i<ieo for the first time with one two-minute 
partiei(>atiri<r spot on KI)^L-'i'\. and. like >o man) 
local ad\erti>;ers makin<r their initial venture into the 
n**w rnedinm. met with innnediate and surpri>in<£ >ue(e^>. 
The twoMuinute ()lug was on a fashion telecast, and u>ed 
a li\e niod(d to demonstratt* a S17*> S()rin*r coat. The 
next morninf: a nund)er of customers came into the store 
to S(*e (and in most cases. 1)U\ I the coat that had been 
demonstrated tin* ni<rht before. 



KDVL-'IA . Sail I.akr Cilv, I'lah 



I'KOCK \ \I : \nnouncenient-: 




TV 

results 



1 



MILK FIMMMjXTS 



SIH»NS()|{: Vet Milk Coiiipanv \CI':\C^ : (Gardner 

CAI'SCLK CASK IlIS'rC)KY:A mail-pull record for W LW-T 
was; established by a single one-nnnute announcement (H) 
the station's '"Kitchen Klub''. The aimounc(Mnent. spon- 
sohmI by the IVt Milk Company, offered a Mary Lee 
l ay lor n^cipe book, integrated into the bakin*? of a 
cherry cream pie. The one announcement drew (Ari re(>lles 
from \iewers. It was a WashingtoiTs Birthday feature 
of "Kitchen Klub," which is the oldest commercial |)ro- 
^ram on W L\\ -T'. and which now has seven different 
f(M)d sponsors dail) across tli(* board. 

WIAV-T. <:incinnaii I'KCHJKAM: "Kilclieu Kliiir 



SPONSOR: None 

C^PStn.K CASK IlISTOK^ : Paul Bremi(M\ conductor of the 
years-old "l{e(piestftdly Yours" record show on \\ AAT, 
Newark, New Jersey, has, on \VA r\\ a live interview - 
ty()e program whicli also involves musical fdni shorts of 
the featured guest stars appearing with Hrermer. For 
'he past several weeks record albums have been gixen 
awav to the first ten people writing in for them, the ()ost- 
mark being the time criterion, in response to one an- 
nouncement, ruiming less than a minute. 1.1^5.) replies 
were received. 

UVVTV, Newark, New Jersey I'KOCKA.M: "Kespectfully Yours" 



SI'ONSOK: S\iva\ Appliance Ston- A(;KNC^ : IMacrd diitct 

CAl'SLhK CASK IIISTOK^ :The tremendous pulling power 
of Flrie's W ICl^ ttdevision athertising was recentK 
demonstraterl in a "sell-out })erformancc" b\ a 7o-word 
announcement. Officials of Shea's set a daily annt)unce- 
nient schedule over the station, for the first of which the 
T\'^ camera was focused on one of IJl receivers on band 
at the store. Next day the store claimed the demonstra- 
tion ni<»(lel. with the apology that all 18 had been sold, 
and a customer was waiting for even the one which had 
been televistMl. 

WICU. Kri<\ l*rnns>lvaiiia l*KO(»KAM: Annoumrinent 



FOOII IIKTAILKIfi 



C I STO>l TAII.OK 



SI*ONSOK; Donaho* 's Food Slores ACKNCV: I'lacrd direrl 

CArSUKK CASK IIISTOKV: This food retailer tried a five- 
minute TV news show with the following results: First 
week, 80 people responded within 21 hours of an offer 
of a free pound of macaroni to anyone asking for a 
cheese "special" advertised on TV: following week, with- 
in the same time and due to a similar offer regarding 
candy, 153 persons asked for the 'TV special." third 
week, 213 customers took advantage of a bargain on 
catsup and tomatoes; fourth week, TV plugging of Dona- 
hoe's coffee resulted in the sale of 600 pounds. 
WDTV, Piiishurgh PROGRAM: "Pin Parade* 



SI*()N>()K: Janirs Srali ACKNCV: Placed dirm 

CAPSL KK CASK llISTOK'i : Scali, cuMoni tailor fc»r women 
on fashionable .iTth Street, New ^ ork, some* weeks ago 
became the first ladies' tailor with a small but exclusive 
cli<*nt<dt* to adx ertisc via T\ . Partitdpating on "Fashions 
on Parade." Scali found tin* outcome so gratifying that 
he cannot handle "all the ()nh»r> that have resulted." 
After the first three W(H'ks. SO new customers visited 
Seal is salon, an overwhelming response for a small 
pr(>du(*tion business of intricate, high-styled, detailed 
work. 



W AHI), New York 



'KOCKAM: "Fasliions on Parade" 



TV COSTS 

U!t)ntinu('(l jrtftn if(ii:.r .)M i 

imw. III ()r(l(M t(i sprcati \\iv (•*»t of 
film irrani> oxer a nuinlxM of \t*ar>. 
il s ii('*(»>^ar\ to \\at< Ii with cajilr o\o^ 
for am niat*'rial wliirli datfv [he pro- 
'rraiii. IJv ^lutothi*: sloru*s that arc nol 
topirnl and which will he as good ten 
\ oars from now as the) art* lochn . 
sponsors find costs materially eiil for 
theni. TahMit costs for these fihns are 
quite higher than thc\ are for live 
telecasts, hilt the feeling is that they're 
w'ortli the (HlTercnce. \ live tehM*a>( 
is dead once it has h<MMi aireth I he 



u>f' ol kiiiCM opc recordings i?< limited 
for the mo>t part to areas not intcr- 
eoniieeled with the n(*twork teh»casting 
the program. It's generally im(h*rslo<td 
h\ the tah'nt in\ol\ed thai the pro- 
grams are for oiie-tim<* airing oiil\ . 
Kiiie>cope recor(hiigs are like olT-tlie- 
line reconhiigs in radio, ami if tlie\ 
are to he uscii as "open-end" films the 
talent will Iia\e to he ])aid as it is for 
the olT-thcdiiic disks (once for live 
program and once for iihniiig I . 

'r\ costs can only go up. 'I'hat s 
certain. I t's j nst as c<m tain that tlu* 



cost-per-viewer w i 
down. 



continue to go 




^w^it^ arc Prolific, too 

. . when WTAR sells the Norfolk 
Metropolitan Market for you 

Most of the folks in Norfolk, Portsmouth, and Newport 
News, Virginia, listen most of the time to WTAR. 
Hooper soys WTAR's Share of Audience was 44.2 an 
weekdoy mornings, and 47 0 weekdoy afternoons. Sun- 
doy oftcrnoon wos 31.8 and doytime Sofurdoy 31.0. 
In the evenmgs 50 2. Closest competition wos never 
more thon 22.4 (Station Audience Index — Jonuory- 
February, I949.i 

Mate the mighty potential of the Norfolk Metropolitan 
Market with WTAR's listener preference. Check the cost 
per listener. Easy to see why WTAR makes sales soar 
and profits more so. May we tell you more? 



5,000 WATTS 
DAY AND NIGHT 




N,B.C. AFFILIATE 



SOAP OPERAS 

{Continued from jxige '41 \ 

Alan group. (■om])ri:*iu<; (>.')'( of the 
])o])uhitioii. Thi> *;i()Uj> i> dohucd ou 
the hasis of occuj)ali()ii, sourc** of iii- 
*'oiH(\ hou«o t\|)r. arra lived in, and 
^duration. Ilased on the Index of 
Statu? ("haracteristirs ])r<'\ iously (h"- 
\eh)|)e(l on the five points listed al)o\'e, 
of the population helongs to the 
upper and upper-middle elas? group 
aho\ e the (^>mmon Man group, and 
20' r to the group helow it. 

Ill the (Common Man group of listen- 
ers. Mrs. Average Housewife was tlis- 
eo\(»red to ha\e low pow<*rs of imagi- 
nation, and eons<Mjuently to have lim- 
ited resourees within hers**lf for solv- 
ing prohl(*ms. She iu)rmally tends to 
suppress stroi»gly spontaneous im- 
pulses, of hoth feeling and speech, even 
in the realm of imaginative expression. 

She sees her relationships with other 
persons in a st<*reotyp(Hl ])attern, and 
is painfully shoek<»d if (»\ents don't fol- 
low the pre-eoneeived pattern. She's 



WANNA 
GIT 
THE 
REAL 

NlcCOY (Ky.)? 

^r^a..^.-.!- . 1.C heard 
down l»"="'f^::i„- 

cull >VA^'' "■»T..o..»«y I -"- 
lUroii};l'""\.' , - __,„i(l oi"- 
iHV-.llr l ""*'"- ' ' /,„i« 
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lia<l (Mioujih oxpciiciict', liout'\<'r. lo Ix* 
awan' that life (locj^n't al\\a\s follow 
the ideal ( to liei ) paltcrii ; st) nio^t 
of her ielatiorislii|)s. e\en within her 
family, ha\e an ehMiieiU of f(;ar and 
:>traiii. 

W^inier and Henry dij*eovered that 
daxtinie seriaLs fall naturally into a 
nuinher of hasiie t) pes. One of the 
most important, hecanst*, of the nnni- 
her of problems aired and the »jn*al 
nund)er of listeruMS, is that desi*j;nated 
I)) Warner and Henry as the Faniilv 
Type. 

In this t\pe the family pro\ides the 
leading eliaraeters, and the ('enter of 
interest is a woman, usually the wife 
and mother to other important figures 
in the slor\ . The majority of listeners 
-most of them from the Connnou 
Man group — listen to a Family lyiK* 
program like Biii Sister, for example. 
l)eeause the personalities and plot ac- 
tion prove that good wives and mothers 
are always victorious in their famil) 
activities. 

The primary theme always triumphs 
over the counter themt* of danger to 
s<»curity and family ties. It seems to 
l>e a psychological necessity for the 
women in the C^onnnon Alan group to 
he reassured endlessly, through identi- 
fication with the model heroine, that 
their position is safe. 

The themes of /i/g Sisier. to use that 
program again as an example, ex])ress 
the restrictive virtues of American 
middle-class morality. Xew themes 
may not he added without distracting 
from the unifying psychological pur- 
pose of the drama. I>y identifying 
themselves with the characters and ac- 
tion, women are soothed and reassured 
I healthily, according to W^irner and 
Henry) through the triumphs of the 
virtuous heroine. 

A survey of leading serials reveals 
that ihei'r themes all deal with the nor- 
mal hopes arul anxieties of their list- 
eners in such a wav as I*) encourage 
them and make them more satisfnul 
with their lots. The major appeal of 
tlu* serial strip, however, is hy no 
nutans confnied to the ihemalic ele- 
ment, and It would he eas\ to over- 
emphasize its importance. 

Although the answers lo the direct 
«piestion. *'\\1iy do vou listen?" , come 
phrased ii\ many ways, it is cl(*ar that, 
in addition lo the psychological release 
and what lislen<*rs think they learn 
from the programs, a major factor is 
sheer enlertainmenl value. The main 
element hi tlu* entertainment is the 



pleasurahit*, ci nisei ou>, ('moliomd n*- 
sponse or feeling, induced hy the pro- 
gram as a w hole. This effect is in- 
duced, for example, w hen lawyer 
Portia pleads a case the listener knows 
l*(n lia can't w in since the (*\'i<lence 
against her clicMit is "framed. 

It lia> heen argutnl hy some pro- 
ducers that it is impossihh* to extend 
I Ik* audience of tht* da \ lime* serial. 
IMiilip Morris recently bought Sandra 
MIcliaers Against Tin* Stor/n on the 
theory that the serial audience ran he 
extended. The show w ill he aired 
across the hoard on MHS starting I 
Mav in half-hour segments instead of 



the cutrloniar\ (piarlerdioms. 

\l iss Micluud disclaims projecting 
a spec ific theme in Afcai/tst Tin' Storm, 
and (d)jec!s tn its being classifK»tl as a 
■'i^oap o|K'ra. 

(Considerable <'\ idcirce has d('\ id- 
oped since the war that both theme and 
lreatrn(Mil of lb«* story can he made to 
extend the an<lirnc(^ to which tlu* da\- 
timc serials app<\il. Another reptnt in 
this series will explore this pnssihilitv. 
More than r)0 of the available 
women listeners in the daUime don't 
turn on their radios at all. That's a 
profitable margin of prosptM-ts to 
i^lioot for. « « * 
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etlier H€'*re slu>|>piir for 
ourselves, our farms or our 
\vivos, us K(mI Kiv<*r Valley fai-in- 
ers ill Nortl] Dakota ain't a l>it 
stiiifxy! I/V iloiTt iiave lo bet 
Our av<M'ii«;e Kff<M»tiv<^ Huyinp 
Iiieoine |mm* family (Sales Man* 
a-enieiit, 1918) " is $.5599— 
29.9% In^lwr than ilw $VM)9 
acera^r for the II, S, A, as a 
whole! 

WDAYV ania/jiigi |M»piilarity 
ill tliese piirts is e\e\\ more im- 
pressive than <nir list<'iHM's* iii- 
eoiii<\ The Litest Ctnilaii Stinly 
sli<>ws that f<M* the entire survey 
(inoi*nin<£^ afternoon ami <'ve- 
iiiiip)^ W'DAV has ni<M*e than 
{.^ times as aiaay listeners as 
the next station! 

Ask us <M* Vvve lN*t<'rs for 
all the facts! 




FARGO, N. D. 

NBC • 970 KILOCYCLES 
5000 WATTS 



FxrtH*l*< N«tten«l PtprvM^u 
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THE UNIVERSAL LANGUAGE 

^( AUttinuvd from pniie J.U 

lla\ \\(Mil on inmi(Mliiil(^l\ after, open- 
ing .<h(t\N |)\ sa\ in*:, "F rom here (mi 
(iiii. folks, it \\\\\ he nolliins l»ul r<\'d- 
i>ni of n\nlesl kind. ^ ou'vc^ Ixmmi 
np in lli<* clouds \\\\\\ grand opera. no\N 
<:cl (io\Mi to earlli willi ns in a per- 
fornianee of (ffand Ole Opry" 

ll is tluit lionie\ an<i lioni<'l\ pliilo- 
sopliieal npproaeli !(► li>l(Miers thai In 
llie inl(M"venin<r \ear> lias ImiuMl romi- 
lry-l\ p(^ >ho\vs into the program in<r 
l)ackl)one of a <rood many local sta- 
tions llironglioul tli(^ <'ountry. 

The foik-nmsie program pattern 
doc^sn't \ arv much. On long, three- 
and four-hour programs like Danrt' 
an<I Ojtry it include^ S(piare-(l;m<'(* call- 
ing, folk-song ai tists. xodc^ling. no\ ell\ 
\ ocal aet>. and instrunuMilal sjx'clal- 
iticv. On the fi\o- and ir>-nnnut(^ da\- 



time hillhilK hroa(lca>ts heard on mo>t 
of th(^ nation s stations one or mon* of 
these l\pes (»f folk entertalriirrg can he 
found. I h(^ usual format for le>s ani- 
hitions WVstern prtjgrams takes in a 
single singer or a >mall group [iru) or 
(|uarl(^tte I . l>ut ho\vev(T big or >inall 
a hillhilly >ho\v is, the sam<^ informal, 
dou n-to-(\irth <juality remains. 

'['he app<\il of country nni!*i<' on tlu^ 
air is not linn'UMl to liv(^-tal(Mit pro- 
grams. Some of the most pot(Mit sho\v> 
in p<tint of mail pull an<l dircH't-salt^s 
results are disk jockt^y programs which 
coufint^ thenis(dv(\*i (^xclusiv(^l\ to the 
pla\ ing of leading folk and \\'(\<t(M*n 
artists' recor<lings. Tx pical of tlii;- >ort 
of show is X(dson King';; Jainhorce on 
\\'("K^. (jiK'innati. Ilunning three 
hours and 4.") miniit(*s seven rriglits a 
w(vk. the show is routined hy mail r<^- 
(piests, and it has he(M)me so important 
to re<M)rd companies that often asc(*- 



WMT plows fertile ground 
in Oasis (iowm 




You gotta look fast when you pass 
Oasis. It's small , . . and it sort of 
blends into the rest of Iowa, which 
is all oasis anyway. But don't let 
anyone throw sand in your eyes 
about the importance of Oasis as 
a market for your koo(]s. When 
the Oases of WMTland put their 
collective purchasing power to- 
gether, the agpreRate is fertile 
j^round in<lee(l. 

There are 1,121,782 people within 
WMT's 2.5 niv line— well-heeleci 
citizens whose standard of living 
is high, whose income is high — an<i 
whose atrection for WMT stretches 
from <lay to night and back again. 
Toll your saies story to this loyal 
audience on Eastern low^a's exclu- 
sive CBS outlet— WMT. Ask the 
Katz man for full details. 



^^^^ 

WMT 

CEDAR RAPIDS 

5000 Watts 600 K.C. Day & Night 
BASIC COLUMBIA NETWORK 



1000 

WATTS 



CKNW 



late (hd»hin*r> *>[ ree()r<liu«j; ^e^^i()n^ are 
sent to the station hefore release of the 
rejruhir eounuei<'ial pr<\<-in<:s. Si<rnifi- 
eanl is the fact that in two \(Mrs fam- 
borce \N(Mit from an liour-and-a-half 
sliou to its |)res(Mit eonsiderahle lenjzlh. 

Th<^ suecM'ss of King's ree<tnl(nl pro- 
<:rani of all-liilll)illy nnisi*- in a nu^tro- 
politaii ar<^a is duplieattMl. eviMi nion^ 
>urpri>intrl\ . in tin* eonipleteh cosmo- 
politan atmosphere of \e\N Vork (Jt^. 
S<neral folk-nnisi*- projrrarns are h<\nr<l 
in and aroun<l New ^o^k. one of tht* 
most successful of \Nhi(di is Rosalie^ 
\Hen'> l^rairia Siars on WOV. Ae- 
(M)rdin<: t(» Arnold Hartle\, the>tationV 
pron;rain director. *"i\e\v York seemed 
to 1m^ (piite un<'onscious of hillhilly and 
<^o\vl)oy nnisic at the time (1913) we 
<hM'ided to protrrani that l\pe at \X ()\\ 
It was in the nature of an experiment 
lluMi. hut now hillhilly is an integral 
part of our program in*r." WOV. at; 
ha\e nian\ slatioris in the U.S.. learned 
that hillhillx -program listeneris consti- 
tute a d(»finile sc^gmenl of the radio- 
listener whole, that they show up in 
their own right, not merely as repre- 
S(Mitalives t)f the great unknown gen- 
(^ral listening puhlic, hut as a |)osilive- 
preference group. 

To list in (h^lail all the folk pro- 
grams — reconh^d and live —on local 
stations from Maine to (".alifornia 
wouhl re(piir<^ a small almanac. To 
<lelail all the direct sales results 
a<'hiev<Ml hy loeal advertisers using 
these shows would call for se\eral large 
otu^s. In its 23 May is.-ue si'onsok will 
run some of tin? mon* outstanding in- 
stance's of what using folk artists has 
a<'complished for local advertisers on 
su<'h leading f*)lk-niusie stations as 
WKVA. Kiehnumd (Va.H WWVA. 
Wheeling ( W. Va.) : WXAX. Vankl<m 
<S. 1).): WlA Chicago: and WSM, 
Nashville. 

riuM'e is also a personal-appearanc*- 
angle to folk artists which helps them, 
stations, and adverliscMs. That angle 
will soon he partieularK effiM'tivc. as 
stale and connt\ fairs are held ar(umd 
l!ie country starling in June and con- 
(inning through the Smnuicr months. 
In its next is>ue SI'oNSOK \\\\\ re|>ort 
on the sununcr-s<dling advantages to 
local a<l\(Miiscrs when the hillhilh 
shous the\ sponsor appc^ir in p(Tson 
at ihoe fairs. 

\ll in all. man\ a lo<*al ;nl\<"ilisei on 
the nation's lea<ling f*)lk-nmsh out- 
lets has ftnunl out what national spon- 
sors and lh(Mr ag<Mlcie^ a|)|)arenll\ have 
still to learn that lliar's sales g*>l(l in 
llieni lhar hillhillies. * * * 
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OPEN LETTER TO THE BAB 



YoHv if/i/ut/s are f/ew. 

But the need for a BrOitddtst Ac/rer/ish/g Bare an is old. 

SPONSOR has worked for the formation of a BAB for the past 
two years, W^e hare repeatedly urged its forniatio}! editorials 
a}id articles, \Y^e have repeatedly poifited out the strides 
being made by the black ainl white media to the disadvantage 
of radio. 

Now that the start is made we congratulate the NAB. 

W^e congratulate advertisers and their agencies ^ too. for 
they will reap the harvest in better understanding and 
more efficient use of broadcast advertising. 

You have our enthusiastic well wishes and our promise of 
cooperation, iWay we join hands often. 

Sincerely. 



NORMAN R. GLHNN 
Publisher 



SPONSOR 

SPEAKS. 




BAB 

\ nt'W ciii \]H> i'oiiir to ihr liioatl- 
rn>t a(l\ (Mtisirr*! iiulustiN. 

A Mart liiis I)('<Mi made. The Mioad- 
<'ast A(I\ crtisin;! I5ui0iiu is on ils wav. 

$22().0(»0 at ils (lis]M>siiI in 1019 
i> lilllr rnor*' lliaii a !=tart.. it can't 
lK'*,Mn to ( (tinpan* with tlic S1.00().0(l(» 
hndjrotcil to \\\r n('\\s|)a|H'i>" ihin'au 
of A(i\ crtisin'r. nor w ith tin' uiinnal 
allotnuMil of a Life or SKI*. 

Unt a small hndgct can <n* a lon<: 
\\a\ nn<I('r ihv ri<!lit direclion. yXnd 
wc lia\(' high regard for Alanricc l>. 
MiudicU. the man who has hccn chosen 
lo head liAli. If he doesn't hnild his 
acorn. resnlt\\is(^ ami hndget\\is<\ into 
a sturdy oak williin llu* next two \ears 
wi^ll he >ur|>risc<l. 

We s<v 1».\I> as the most |)r<»misrn<! 
husincss iiueslnient the indnslry has 
vet made. 



\nd. amid ihc clamor tor aholitii>n 
of the aimual WW (^)n\ention on the 
ita>ls of nori-acr<tm|)lishmenl ta point 
t>f \ie\\ not uilliout nuMitl. we main- 
tain dial th<> crcalitm of the W \\] jn^ti- 
fied 1019 s(\-^sion. 



The BMB Situation 

Schhtui has there Ixmmi as mnch cmi- 
lro\ersy among mend)ers of the \/\\\ 
as that created hy the Broadcast 
Ah'asurcmcnt Bureau at the recent 
(^>n\ ciUion. Tin* hest of friends ha\(' 
falhMi ont hccause of 1?A1H research 
|)olic)' and management. As rcccntlv 
as iMarch. HMH suhscrihers were calh'd 
n|>on to gnarantee Sl(KUK»(». should 
the thM'ision of the Internal Uevenne 
ihireau find that HMH was not cn* 
litled to tax-free stains. 

As reported l>l*()NSOK. 2o March*, 
tlu^ snl)S< rih<M's canu* thnnigh uohU. 
I nfortunately, more money is needed 
than was antici])at(Ml at the time tin* 
first call for pledges was made. Ourv 
again ihe suhscrihers are IxMng a^^ked 
for a ])ledge. this time lo forego the 
est»apc clause in their contracts.* and 
lo eontiruK^ to pa\ ti> the (MuI of tlu* 
contraci ( June lOSO),. PltMlges are 
coming in rapidly ( 20* 't of the 
UMBcrs sigiu'd at die \Ai? convcn- 
lion), and the NAB has agrctMl, uiulcr 
cerlarn cftjidilions. to atlvaiice the 
iiccessar) money f(tr cnrreni t^xpeuses. 

TiKler lliese cir<*nmslanc(*s Ken 
i5ak(*r, acting ]>resid(Mit of lire researt li 
organization, feels that the (M)nliiiiianee 
of an in<luslry-et)nirollcd co\(Mag(^-re- 



?eart h organization is a>siir(Ml. 

riiei-e have heeii a lot of loose wttrds 
thrown around ahoiit how B.MB lla^ 
spent nioiie) during ils first few vcars 
t>f operalion. Sl*o.Ns<)K feels that now 
i> the lime for liMli to make a delaih^d 
finaiK-ial report lo all who are inter- 
csUmI in hroadeast advertising. 

i\ill revelation, not only of rt^searcli 
(lata hill also of what it costs to obtain 
it. is healthy and. in tlu* present case. 
<'s>eiitial to the continued o]>eration of 
an induslrx -sponsored cove rage- re- 
search organization. 

Summer daytime listening 

l)a\tinie serials prove that Suuimer 
l)r(iad(*asting is ])rofital)le. While other 
forms of the comiiKM'cial air seem to 
h»se part of their audience, the soap 
o])eras. rated in hig cities. de(^liue lu 
rating only around 2i)^c or less from 
the high of the \car. If a sur\'ey were 
made of Summer homes, it no douht 
could prove that there's more listt uing 
l)\ America's housewives who go to the 
heach or the mountains than there is 
when they are home. 

While there mav he sonic loss in 
o\(»r-all list(Miing during the Summer 
mouths, ii's more than lunde np for 
financially !>)' the discounts w liicli 
a(M'ru(^ to .>2-time advertisers. Tliest* 
facts are a matter for sponsor's 
tTter Si'lllnf: issue lO May I. 

Don't s(dl radio short — iu the Sum- 
mertime. 

* rcrriiiltinii !»ul)>rribt'rs to carut'l their 
(diuracls ^^itll <X) (la>s luilicc. 



Applause 



They Stole the Show 

I he hroach astcrs w ilhoul network 
allilialions pro\<>d iheii \iudily at the 
corr\entiou (»f llu^ Nalional Association 
of Broadciislers ju^l i <M-<*nll\ com- 
plelcfl. \\ luM'cas die agen<la of ihe con- 
\eirtion ilself was dilTnsed and erralic. 
ii< niosl indiistrx C(m\ <m)I ion> ha\ e 
Ix'en siiK e I ime immemorial, the nn- 
alllliali's' da\ was w<*ll organized and 
down lit (\irlh. The oiiU se<'lion of 
lh<; iiuh^pendeirl piogiam llial might he 
lagged as Ix'ing ineoiigriious was judge 
Juslin Miller's spreeh. // //<> fttttis ami 
ronitfffs t(tf/ia ht'oftf/rasfini^ In Itttrr- 



ica^ It ha<l little lo d<t with the ])rol>- 
h^ns of ind(*pend(Mit Broadcasters. The 
judge nse<l llie unafliliates" liincheoii 
as a sounding Boaril for his favorite 
>nhj<M'l, free radio. 

Broad< ast a<l\ <m tising faces new 
crises daily. Il must he ser\ i<*<Ml B\ an 
alerl nianagem«Mil. I lit^ ind<'p<Midenl 
>lalion is hecoming increasingh im- 
porlant in the scli<*duh's of national, 
regional, and l<t<'al adv<'rlisers. \nmer- 
icall) lh(* in<h»peti<h'nts are as im- 
portant as their network connt<M'pai Is. 
In nniiKM'ous ai<\ns ihe n(m-n(*lwork 
station is pro\ing lliat il is as iui- 
[lorlaiit as an\ slalion in t(iw!i. 



iNo heller prottf of this could he 
foimd than the ci>n\entioii ]>r<>grani of 
this group at the \ \B. It was a hiisl- 
ness session in a s<\i of poHlical in- 
trigue. 1 1 w as a galluM'ing of >lation 
managenuMits that exist lOi)'? on tlicii 
own. 1 1 was a meeting of thai segment 
of radio hrond<'a>ling that look^ to- 
wards ex|)an<Iiug ils ser\ ic("s while the 
resi of lh<* aural Broad(\isling woihl 
i> ])r<'paring for enrtailnietu. 

The hallh* for ra<lio's share of tli<- 
ad\erlisiug <l(dlar is Becoming more 
fin ions <lail\. The in<l<^]»endenls. dur- 
ing iheir da\ at ihe AAI5, piH>ved that 
the\'r<* to h<* r<vkon<Ml with. 



66 



SPONSOR 



J • 3rd lorgest New Englond Cily 




WORCESTER 

A Test Market.. 
Tested and Opportune 



Worcester and Central New England offer an 

effective test market, completely covered by 
both WTAG and WTAG-FM. 



Each one influences Test Market selections! 




WORCESTER 

580 KC 5000 Wans 



• ^^^^ ^^^'^^^ Naiiana^ Salei Repreienfat.vei. 

Affiliaied with the Worcester Telegram - Caietie. 




• 17th ronking mdustriol oreo in the 
notion 



• Over 100,000 different products 



Volue of products $330,935,000 
onnuolly 



67th county in notion in form 
income $19,761,900 



26th county in populotion in the 
notion — 552,900* 



35th county in totol income — 
E.B.L $661,409,000* . 



Averoge industriol woge (1st 11 
months 1948) Worcester $57.10 
(notion $52.83) 



Averoge food soles per Worcester 
fomily onnuolly — $1,220 
(52.2% obove notion)* 



82 new industries in Worcester 
since V-J Doy 



Construction octivity 1948 (10 
months) 41% over 1947 



Bank debits 1948 (9 months) 
12.7% over '47 (N.E. 7.9%) 



147,800 fomilies in o compoct 
troding oreo with 54 cities ond 
towns 



Served by three mojor roilroods 
ond over 50 mojor trucking 
componies 



• 1 500 retoil grocery outlets 



• 205 retoil drug outlets 



• Not dominoted by choin stores 



V*Copr. 7948, Sales Management Sur- 
vey of Buying Power; further repro- 
duction not licensed. 



CUT YOUR OWN SLICE 
^TAKIALLOR PART! 




Standard Network offers 3 to 22 stations 
strategically located to give comprehensive 
Home-Town'' coverage of all or any part of Ohio. 



iC With WJW, Cleveland's Chief 
Station, as the originating station you 
can now cover all or any section of Ohio 
you desire. This offers advertisers an 
unparalleled opportunity to gear their 
tinne buying to specific areas that cor- 
respond with product distribution. In 



addition, the Standard Network provides 
a sure-fire, econonnical nnethod of testing 
radio progranns and plans . . . you can 
buy fronn 3 to 22 stations. Rates and 
specific reconnnnendations will gladly be 
given. Phone or write WJW, Cleveland 
15, Ohio. 

BILL O'NEIL, Pftident 





BASIC 

ABC Network 



CLEVELAND 



850 KC 

5000 Watts 



REPRESENTED NATIONALLY BY HEADLEY-REED COMPANY 



